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*By actual mechanical measurements, of 
inch ounces of energy for key, space bar 
and Carriage return operations. 
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cuts typing costs 


f 


The wear-and-tear you save your typists when you switch 
from manual typewriters to fast IBM Electrics means big 
dollar savings to you. 

Actually, IBM’s easy, fingertip touch and electric con- 
trol greatly increase typing production through saving 
95.4 per cent of the energy required to operate a manual 
typewriter. A whole hour’s typing on an IBM requires less 
energy than 3 minutes on a manual!* 

Add to this the benefits of finur-looking work, better 
morale among your staff, greater prestige among your Cus- 
tomers, and it’s easy to see why business firms have bought 
more than 3 times as many IBM’s as all other models of 
electric typewriters combined! 

For full information, write Dept. 55-1, International 
Business Machines, 590 Madison Ave., New York 22, N. Y. 


If your products 
are sold to women- 


—or if women have a voice in the purchase of your products 


—and if you are an advertiser—then by all means you should 


get the facts uncovered in 


“A Motivational Study 
On The Attitudes of Women 


77% 


Towards 8 Magazines 


Prepared for Good Housekeeping 
by Social Research, Inc. 


We have seen a pre-view of the presentation and we recom- 
mend that you call your ‘“Good Housekeeping” sales repre- 
sentative and arrange for a special showing—for you and 
your associates. Your time will be well spent. 


*American Home 
Better Homes & Gardens 


Good Housekeeping ae 
Ladies’ Home Journal , 
Life 

McCall's 

Saturday Evening Post 


Woman's Home Companion 


MAY |, 1954 


. Any market is 
either worth covering 
or it is not. 


. Any market worth 
covering is worth 
covering well. 


. Any market well 
covered has to be 
covered by its own 
newspaper. 

. Each of the 20 daily 
newspapers within 
60 miles of Cleveland 
is alone in dominating 
its market. 

Local impact in 
Greater Cleveland 
comes from the 
7-out-of-10 coverage 
of The Press on 
every buying day. 

. “All business is local” 
means exactly that 
in any market— 
large or small. 


| The Lf 
‘Cleveland 


Press 
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through women. 
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only kidding yourself and losing sales at a time when you 
can least afford to do so. But if you can use manufacturers’ 
“reps” here are five suggestions for securing full benefits now. 
By Marvin Leffler 
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Where Should You Look for Signals 
Of Business Upturn in 283 Markets? 


Marketing people making effective use of the May 10 Survey 
of Buying Power look to High Spot Cities, published on the 
first of each month in SALES MANAGEMENT for forecasts of the 
coming month’s retail sales. Are you using this tool? 

By Dr. J. M. Gould, Research Director, SALES MANAGEMENT'S 
Survey of Buying Power 


Margarine: What's Up? 


With legal red tape less of a sales obstacle, industry leaders 
gear for a brand battle that promises to be hotter than a corn 
fritter. Here’s what's happening. 

By Etna M. Kelley 
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Only Strong Merchandising Firms Need Apply for GM Tie-Ins 


General Mills told its home economists: Devise a recipe in- 
corporating ingredients made by concerns who know how to 
promote a product. This set the stage for four big names to 
launch this joint promotion. Could you have qualified ? 


By Edward E. Schaefer .. 
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By W. Bruce Weale, Professor of Marketing, The Florida 


State University 
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On 100,000 Dealer Sales Calls 


Bill Dorr is one of those famed salesmen who survived and 
thrived in the gravel-scratching ’20’s and ’30’s. Now he is 
helping today’s salesmen to get more out of their territories 
and their selling time. Are his views sound ? 


By William C. Dorr, W. C. Dorr Associates, Sales Consul- 
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Do you want to 


SAFSRAT 


with your 


product story 5 


Carrying industry’s product news to industry 
has been our job since 1933. 

Men in responsible positions know how to prod- 
uce their product. They are alert to the ways of 
improving it. 

Maybe you have a new material or component 
part that will make the product function better. 
Or a new piece of equipment that will perform 
better, faster or with less waste. Their search for 
information that will help them do a better job 
never ceases. 

Industrial Equipment News readers use IEN as 
a tool. They respect its editorial integrity. And any 
issue may contain product information that will 
solve one of their pressing problems. 

You want your advertising message seen. It will 
be seen in IEN . . . each ad is next to reading. After 
IEN has been examined it is kept on the desk for 
frequent reference. 

You want to reach the men responsible for speci- 
fying and buying your product. IEN reaches them 
with your message when they are looking for 
products like yours. 

You want to do this job at minimum cost. IEN 
costs only 14¢ per sales contact; $150 to $160 a 
month; $1,800 a year. 


Details? 
Write for NEW 
Media Data File Folder. 


Industrial... | 
Equipment() >) 
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AFFILIATED WITH THOMAS REGISTER 
OF AMERICAN MANUFACTURERS 


THE FORT WORTH STAR-TELEGRAM 


* 

REACHES MORE TEXAS 
CUSTOMERS THAN ANY 
OTHER NEWSPAPER IN 


2 
REACHING THE BUYING POWER 
OF THE FORT WORTH AND 
245, 268 WEST TEXAS TRADING EMPIRE 
Rirgnontinbey nage ..» WITH AN ANNUAL EFFECTIVE 


223,729 BUYING INCOME OF- 


SUNDAY $3,205,730,000 


*A.B.C. Audit Report for 
12 Months Ending March 31, 1953 


FORT WORTH STAR-TELEGRAM 
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ARTER, JR. President and National Advertising Director 


LARGEST CIRCULATION IN TEXAS 
Without the use of Contests, Schemes or Premiums... Just a Good Newspaper 
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Happy Return 
International Intrigue 
Reigning Beauty 


Commercial Critics 


@ Twenty-five candles glowed warmly on their birth- 
day cake, as The Goldbergs came back to television last 
month (Tuesdays, Dumont). Sponsored by the Vitamin 
Corporation of America for Rybutol, vitamin Gelucaps 
and liquid; and Juvenal, children’s tonic, this favorite stars 
writer Gertrude Berg, Arlene McQuade and Eli Mintz. 


Show goes out over 160 stations, in TV’s biggest line-up. 


© Highway Queen of 1954 is the new De Soto Auto- 
matic Coronado. To announce this glamorous car, De Soto 
put it in a high-fashion setting, highlighted its modern 
appointments, and made a full-color presentation with this 
Saturday Evening Post spread. Advertisement also reminds 
readers to see the motor industry’s top radio-T'V show, You 


Bet Your Life (NBC), emceed by quip master Groucho Marx. 


@ An age-old question gets a brand-new answer in 
this full-color national-magazine advertisement for Carter's 
“TRIGS.” Inviting readers to write for address of 
their nearest dealer, the “Scotsman” ad, first in a new 
series, pulled a remarkable number of responses. Client 
credits this campaign with helping open many more retail 
outlets for the Carter men’s line. Prepared by BBDO Boston. 


Q Testing commercials before consumer juries is one 
of the functions of BBDO’s Copy Research Department. 
Two or more audiences are selected from our permanent 
consumer panel and carefully matched for age, sex and in- 
come. Test commercials are spliced into real TV shows, and 
their ratings for impact, recall of sales message, believa- 
bility, etc., determine which commercials go on the air. 


BATTEN, BARTON, DURSTINE & 
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OSBORN, INC. 


Advertising 


NEW YORK + BOSTON * BUFFALO * CHICAGO * CLEVELAND * PITTSBURGH * MINNEAPOLIS * SAN FRANCISCO + HOLLYWOOD * LOS ANGELES + DETROIT + DALLAS * ATLANTA 


set more where metalworking 


When advertisers ask us why AMERICAN MACHINIST so far out- 
distances all other metalworking magazines in the size and 
quality of its all-paid circulation, and hence in advertising value, 
we ask them to look at the magazine, itself, where the answer 
can be most quickly found. This is a sound tip for you, too, 
whenever you want to know why AMERICAN MACHINIST is a 
rewarding place to advertise and sell your products to America’s 
biggest industry. 


Amer;lat 
Machinist 


. such outstanding publishing events as these famous 
AMERICAN MACHINIST issues. Each of them gives your metal- 
working customers invaluable information nowhere else avail- 
able . . . and helps to build the metalworking-wide enthusiasm 
for AMERICAN MACHINIST that makes this magazine the uniquely 
powerful editorial and advertising force it is. 
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A good place to start is right here, because no other magazine 
in the world concentrates so large and experienced an editorial 


staff on the job of editing a magazine exclusively in the interests 
of Metalworking’s mosi important buying group: production 


management, There are 17 full-time editors, and all of McGraw- 
Hill’s world-wide resources to back them up. 


953 advertisers 


6,874 advertising pag 


LE Sayers ® Swe j 


= 


Look, then, to the editorial pages of AMERICAN MACHINIST for 
the reasons why its advertising pages were last year entrusted 
with the job of increasing sales for 953 companies, and carried 
more advertising for the machinery, equipment, materials and 
other products used by Metalworking than any other magazine. 
Remember, too, that all this sales power can be_yours at a 
cost-per-thousand-subscribers which is the lowest among all 
metalworking publications. 
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roduction gets the most 


Production 
Executive’s 
Interests 


Next, you'll find that the contents of any issue will show you 
the abundant and purposeful help metalworking production 
men get from AMERICAN MACHINIST. For here is a magazine 
which is all production, to the end result that all of it is useful 
to the men who buy the machinery, equipment, materials, serv- 
ices and other products used in Metalworking’s production shops. 


355 Special Reports since 1945 


ead 


And although we can’t show you here but a token of the 2,800 
fact-filled pages a year’s issues of AMERICAN MACHINIST bring 
to our subscribers, you can get a clue to their value from this 
typical Special Report. There is one of these Special Reports in 
every issue, and 355 of them have, since 1945, helped Metal- 
working to do a better, more efficient production job. They are 
an AMERICAN MACHINIST exclusive . . . and good examples of 
the LEADERSHIP which also produces... , 


SO. . . when you want increased sales in the $95-billion Metalworking Industry, 
and want to build preference for your products among this industry’s most im- 


portant buying group...production management... the facts will tell you why: 


This is the NO. 1 place to do business with America’s biggest industry 


THE McGRAW-HILL MAGAZINE OF METALWORKING PRODUCTION 
McGRAW-HILL BUILDING, NEW YORK 36 

ruslisneED EVERY OTHER MONDAY 

MEMBER OF THE AUDIT BUREAU OF CIRCULATIONS AND 
ASSOCIATED BUSINESS PUBLICATIONS 


Your sales are made by reaching out to your prospects—not by 
waiting for them to come to you. And for reaching out. . . for 
exploring new markets, making new sales. . . direct mail gives you 
more coverage and straighter aim than any other sales medium. 


Direct mail can build up prospect interest and, at the same time, 
select the prospects that really warrant the time and attention of 
your salesmen. It can keep your distributors on their toes, earn 
continued loyalty from dealers, reactivate lost accounts—and do all 
these within the framework of a sensible budget. 


Be sure your direct mail does all the right jobs it can do for you 
by calling on the hard-rock experience and crective ingenuity of 
the Hickey Murphy Division of James Gray, Inc. 


Without obligating you, a representative will gladly explain 
how Hickey Murphy can help you sell. And be sure to ask for your 
free copies of the informative pamphlets, “The History of Com- 
munications.” 


HICKEY-MURPHY INC. 


A Division of 


JAMES GRAY, INCCRPORATED 


216 East 45th Street 
NEW YORK 17, N. Y. 


LETTERS 
TO THE EDITORS 


INCOMPLETE TABLE OF CONTENTS 


We are interested in the article ““Maca- 
roni Hops Aboard Low-Calorie Band- 
wagon,” (SM Feb. 15, p. 105.) 


One of our clients manufactures maca- 
roni products and a few months ago 
showed us one of the advertisements then 
running in the U.S.A. and featuring the 
low calerie content of macaroni. Sug- 
gested that advertisements of that kind 
could be profitably used in Canada. 


Statements like. “Tests prove macaroni 
has less calories . . . more protein... 
than other vital foods” were questioned 
by our food expert who maintained that 
the calories in the macaroni table were 
computed from fat content only, whereas 
the starch content, a big calorie producer, 
was ignored. 


We submitted the advertisement from 
Buffalo to the heads of our Ottawa De- 
partment of Health who also contended 
that the calorie tables were misleading. 
They objected to the phrase: “Cut down 
calories—Feel better—Live longer.” The 
Department would not allow the manu- 
facturer to run the ads in Canada. 


The official method for calculating the 
calorie or fuel value of food is not com- 
puted on fat content alone but on three 
factors as follows: Carbohydrates (sugars 
and starches) supply 4 calories per gram 
of food; proteins 4; fats 9. By these same 
official standards one pound of macaroni 
possesses 1,625 calories. This is higher 
than the total calorie content of one pound 
of milk (314), beefsteak (1,099), fish 
(644) and about equal to cracked wheat 
(1,635), lamb chops (1,614), roquefort 
cheese (1,645). 


It seems from these findings that the 
macaroni manufacturers are stating only 
part of the facts. 


F. T. Edds 


Account Executive 
Alford R. Poyntz Advertising Ltd. 
Toronto, Canada 


SEEING—AND HEARING—RED 


Will you please tell Louis Brendel, 
whom I haven’t met but would like to, 
that his piece about Red in your April 1 
issue (p. 90) is the best explanation of 
Why Is Motley that I have ever seen. 


The trouble is that too many people 
are catching on to the secret—so Motley 
is in such demand that he has one hell 
of a job saving ¢nough time and energy 
to run Parade. 


Lionel B. Moses 
Parade 


Chicago, 1Il. 


The “Red” Motley article by Brendel 
in your April 1 issue calls to mind the 
fact that he is one of the chosen 12 in the 
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**,..and let’s all remember that the promotion of brand “*...a whiskey and soda, George. And the same 
names and brand consciousness is the very root and for my friend.” 
foundation of American business today.” 


In all sincerity, we would like to point out that the situation above is not 
exaggerated. 


For it’s true that many businessmen— whose very livelihood depends 
on furthering brand consciousness— do not name a particular brand when 
ordering liquor... particularly at a bar. 


Hence the logical suggestion that you specify your brand every time you 
order a drink, and thus be sure of getting exactly what you want. 


If your brand is Four Roses, so much the better for us. And— we’re pos- 
itive—so much the better for you! 


Men who know whiskey are saying 


FOUR ROSES 


FRANKFORT DISTILLERS CORPORATION, NEW YORK CITY. BLENDED WHISKEY. 86.8 PROOF. 60% GRAIN NEUTRAL SPIRITS. 
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national & retail combined, in 1953 
spent more in The News 


than in any other US newspaper 


Grocery advertisers spend more in The News 
for very obvious reasons: (1) The News is the most 
influential medium in the country’s first market... 
(2) reaches six out of ten City families, and thirty-five 
percent of those in the suburbs. . . (3) delivering 


more customers and sales... (4) at the lowest cost. 


THE &4 NEWS, New York’s Picture J ‘ews paper 


with twice the circulation, daily or Sunday, of any other newspaper in America 
220 East 42nd St., New York... Tribune Tower, Chicago 
155 Montgomery St., San Francisco...1127 Wilshire Blvd., Los Angeles 
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Here’s a sure, 


tested way to improve 
your salesmen’s ATTITUDE 


HE right attitude toward company, job and customers is one 
of the important ‘*X”’ factors of successful selling. 


Right now, over 1500 companies are using Research Institute’s new 
method for developing in salesmen that certain “something” that top 
producers have that enables them to get so much more business than 
salesmen who lack the “X” factors. 

This new approach to sales development is different from anything 
you have ever seen. It is much more than a sales training program. It 
develops the salesman—develops the “whole man”—gives him self- 
confidence, engenders high enthusiasm and the ability to think creatively. 
It creates a feeling of importance to society; develops the right attitude 
toward company, job and customers. 

Obviously, we can’t make a star salesman out of every man you have. 
But superimposed upon your own training with respect to your product, 
the Institute program employs the power of the “third party” influence 
to develop the desirable traits that the immediate superior in a salesman’s 
own company sometimes finds it so difficult to instill. 

This is not shot-in-the-arm “stimulator” stuff that soon wears off. It 
is a solid, adult approach to developing salesmen. 


It’s easy to find out how well this will work for you. 
The extent to which this new concept of sales development will help in- 
crease sales in your organization should not be difficult to determine. 
Half an hour with our representative should do it. The Institute cordially 
invites you to see and assess this new field-proven method of helping 
salesmen develop the “X” factors that will enable them to get so much 
more business. 

The coupon is for your convenience. We'll work out 
a meeting date convenient for you. 
FREE—This typical R.1.A. sales analysis explains why 
objections should be welcomed as a salesman’s best 
friend. This is much more than a rehash of the old worn 
out “*yes, but’’ technique. It describes a new proven for- 
mula on how to meet objections and carry on to the sale. 
A copy is yours for the asking. 


A few of the 1500 companies now profiting by sales membership in Research Institute. 


General Mills Inc. 

Gould National Batteries, Inc. 
Masonite Corp. 

A. O. Smith Corp. 

Union Oil Co. of Calif. 
Western Air Lines, Inc. 


Allegheny Ludlum Steel Corp. 

American Credit Indemnity Company, New York 
Crown Zellerbach Corp. 

A. B. Dick Company 

Evinrude Motors 

Friden Calculating Machine Co., Inc. 


Research Institute of America Selling and Merchandising Division 


292 Madison Ave... New York 17. N.Y. « MUrray Hill 9-7200 
Mr. Hal A. Tiffany, Mgr. Selling and Merchandising Division 


[] Wd like to hear more about how other companies use your new sales 
development plan to improve sales performance. 

(_] Please send me free sample sales analysis, ‘Do You Object to Objections?” 
a i—iobmnes 


a? a ecm — a 


Company___ . eer cat 


Street Address 


book: “America’s Twelve Master Sales- 
men,” published by Forbes (1952). 
Thought your readers would like to know 
where they may read about his exploits. 


Fred G. Hartman, Jr. 


Manlius, N.Y. 


MERCHANDISING ON THE BIAS 


To some of us manufacturers, buyers 
are bootleg buyers when they demand a 
concession, some advertising, other prefer- 
ences. Any buyer in his right mind knows 
that an average price is the thing that 
factories work on and that all the ‘‘con- 
tributions” find their way into prices. If 
there is a bootleg seller then there is a 
bootleg buyer. 


Another thing. In the shoe business, and 
I assume in other industries, we have 
some plants which make shoes for their 
own stores only. I do not refer to them. 
But isn’t this some sort of left-handed 
situation—a_ shoe factory making shoes 
both for its legitimately priced customer 
and for a chain store at a cut price? 


... For years factories have advertised 
“the name on the bottom of the shoe.” 
They copy the pattern of another plant 
and put their name on it; they make 
shoes in the same factory with a dozen 
or so names on them and at times the 
price is not the same. 


I do not suggest that anything is in 
violation of rulings from Washington, 
and actually this is nothing new. But ail 
this sort of thing is merchandising on the 
bias, and if aspects of it are going to be 
criticized, why not the whole picture? 


Jim Legg 


Vice-President 
Heydays Shoes, Inc. 
St. Louis, Mo. 


In your April 1 issue (p. 42) there 
was considerable comment on discount 
companies selling “wholesale.” 


Any sales organization should study 
ways and means to reduce cost of dis- 
tribution. Any method of reducing these 
costs should be encouraged. From what I 
gather these so-called discount houses are 
making money; they are not misrepre- 
senting the merchandise; they are not 
selling seconds or damaged merchandise 
—then why not encourage them? Is their 
method of distribution the economical 
method of selling? 


The methods of distribution are chang- 
ing, which is very healthy. We would 
never want to get into the cartel system 
of Europe, but with the “protected” chan- 
nels of distribution aren't we headed that 
way? In the final analysis, isn’t the profit 
and loss statement of any business the 
proof as to whether its service is what 
the buyers want? 


In the same issue (p. 34) you mention 
the TV manufacturer who tried to build 
his sales direct to consumers but failed. 
His method of operation was wrong. But 
if the discount houses and the manufac 
turers who produce the products are mak- 
ing money, by the same line of reasoning 
their method is right. 


Doesn’t it behoove us all to dare to 


SALES MANAGEMENT 


North 72 Lakota 


South Dakota 


-4 
ooo” 


setee 


Shaul: 


vl 
di Wisc onsin 


~ 
: 


{° AMERICA’S UPPER MIDWEST °) —- 


The next 25 years belong to the 


Here’s a picture of the exciting 
and important developments in oil, 
taconite, lignite and the Missouri 
River Basin Project which—added to 
an already thriving agricultural and 
industrial economy — promise years 
of exceptional growth in the great 3% 
state market area called the Upper 
Midwest. 

North Dakota’s three-year-old 
Williston Oil Basin now has 14 
proven fields, more than 280 pro- 
ducing wells. Production should ex- 
ceed 250,000 barrels of oil per day 
by 1960. Refineries and pipe lines are 
already under construction. 

New towns and new plants are 


springing up in northern Minnesota 
where taconite is adding another 
century of production to the state’s 
world-famous iron ore ranges. One 
mining firm alone has scheduled a 
$300 million investment in this new 
industry. Total investments may 
reach a billion dollars. 

Electric power already has begun 
flowing from Fort Randall Dam in 
South Dakota—one of five huge 
dams in the Missouri River Basin 
Project. Next will be Garrison Dam 
in North Dakota, scheduled to start 
operations in 1955. 

Keep in mind this picture of 
America’s Upper Midwest. Its tre- 


“NEW WEALTH IN THE LAND OF HIAWATHA” 
In just five months this 26-ininute, full-color film story of 
the great new developments in America’s Upper Midwest has 
been shown 550 times before 90,000.people. If you are inter- 
ested in seeing this picture of America’s newest high-potential 
market, write to the National Advertising Department, 
Minneapolis Star and Tribune, Minneapolis, Minn. 


Upper Midwest 


mendous developments will be mak- 
ing headlines for years to come . 
its great new wealth, and more than 
$5 billion annual retail sales, make 
it a market of ever-increasing im- 
portance. 


Now only 4 cities in the United 
States (New York, Chicago, Los Ange- 
les and Philadelphia) have Sunday 
newspapers with larger circulations 
than the Minneapolis Sunday Tribune 

.. now more than 


620,000 


in Minnesota, North and South Da- 
kota, western Wisconsin. 


Minneapolis 
Starand Tribune 


EVENING MORNING & SUNDAY 


620,000 SUNDAY- 485,000 DAILY 


JOHN COWLES, President 
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WITH CIRCULATION LEADERSHIP 


OREGONIAN 9,019 City Carrier Lead 
DAILY LEAD 4,025 ABC City Zone Lead 
OVER 2ND PAPER 4,080 Retail Trading Zone Lead 
39,543 Total Circulation Lead 


WITH ADVERTISING LEADERSHIP 


OREGONIAN 1,148,624 lines Retail Advertising lead 
796,467 lines General Advertising Lead 
LEADERSHIP ais oe 
OVER 2ND PAPER 3,264,751 lines Classified Advertising Lead 
| 5,431,792 lines Total Advertising Lead 
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Sources: ABC Publishers’ Statements for 6 mos. ending Sept. 30, 1953 
Media Records total advertising, less AW, TW and Comics, 1953 


Keep your sales growing 


with Oregon's growing newspaper tT he Oregoni amr PORTLAND, OREGON 


i - - 226,445 Daily 
Largest Circulation in the Pacific Northwest | 285,142 Sunday 


Represented Nationally by Moloney, Regan & Schmitt, Inc 
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In 1948, B. T. Eaton, with his own 160 acres and 225 


“<4,.) 


rented acres, an extra man and a lot of machinery, sold 


71 hogs, 23,010 lbs. beef, and 67,000 Ibs. milk. 


In 1952, working alone, with only his own 160 acres 
and half the machinery, he sold 106 hogs, 26,045 lbs. 
beef, and 59,000 Ibs. milk—at a higher net profit! 


Do you know any manufacturer 
who can match this record? 


Farminc today is a complex business. 
Experience and know-how, planning and 
good judgment, making the best use of his 
assets...are as essential for the farmer as 
for any other business man. 

When his youngest son left to enter 
college in the fall of 1948, B. T. Eaton of 
Liberty, Missouri gave up the 225 acres he 
had been renting, decided to drop wheat, 
corn and row crops, and concentrate on 
pasturage, a beef-cow herd, and hogs. 

He began to renovate his own 160 acre 
farm, a portion every year. The land was 
deep-plowed, terraced, heavily fertilized, 
re-seeded with grasses and legumes. Ponds 
were built to store water, stop erosion. He 
cut his machinery investment two-thirds, 
reduced expenditures except for fertilizer. 

His fields of bluegrass, alfalfa, fescue, 
brome, and clover are fenced in narrowed 
strips, grazed in season for twelve hours 
only. He has pasture about eight months 
of the year, and harvests 4,000 bales of hay. 
Hay is stored in barns in the field near the 
cattle, for winter feeding. 
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In 1952, working alone on his all-grass 
farm, he raised more hogs and beef than in 
1948. His milk yield was slightly lower. 
And his net profits were higher! 
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No invustry is changing as much, or 
as fast, as farming. And the country’s best 
farmers depend on SuccessFuL FARMING 
for news of changes and discoveries—new 
methods, techniques, materials, equipment 
that are practicable, usable, profitable. SF 
is also as much a working manual for the 
farm home as for farm business. 

Today the best farm families constitute 
a major market. A majority of that choice 


market is reached by this one magazine! 

SuccessFUL FARMING concentrates its 
1,300,000 circulation in the fifteen farm 
Heart States which supply about two-thirds 
of the country’s foodstuffs. The SF farm 
subscriber has an average cash income 
around $10,000; and three out of four are 
in the top bracket of farms—the 39% that 
get 88% of the national farm income. 

To widen your market, or to balance 
national schedules where general media are 
thin—you need SuccessruL Farmine! 

Any SF office can show you why, 


MerepitH Pus.isHinc Company, Des 
Moines.. .with offices in NewY ork,Chicago, 
Detroit, Philadelphia, Cleveland, Atlanta, 
San Francisco and Los Angeles. 
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If you’re wondering how to do business effectively with the consumers 
in the 8 billion dollar U.S. Armed Forces market, perhaps we can help 
you find the answer. We can show you the simple, direct ways to sell 
to servicemen and their families through their own Service-controlled 
outlets in the United States and overseas. 


You profit twe ways when you sell to the 3!5 million Armed Forces 
consumers—from immediate sales and again in the future, when these 
young buyers, as civilians, carry their preference for your brand back to 
the 48 states of the Union. 


The newspapers with the widest Service readership— Army Times, Navy 
Times, Air Force Times and Air Force Daily, the “‘ AMERICAN DAILY” 
in Europe—are the surest way to reach these millions of eager-to-buy 
customers. 


GET ‘HOW TO SELL’ DETAILS, SAMPLE COPIES, RATES AND MARKET DATA AT NEAREST OFFICE. 
@ WIDEST SERVICE COVERAGE 
@ LOWEST COST PER 1000 READERS 


@ PUBLISHED IN 12 WEEKLY EDITIONS 
AT HOME AND OVERSEAS 


@ LOW COMBINATION RATES FOR ALL 
FOUR GREAT SERVICE PAPERS 


The Network 
of Service 


“THE MILITARY 
MARKET“ 


The Monthly Trade 
Paper for Military Buy- 
ers Everywhere. Wid- 
est readership-Lowest 
cost pe: ad dollar 


WASHINGTON 

3132 M ST. NW 
NEW YORK: 41 East 42nd St . LOS ANGELES: 6399 Wilshire Blvd 
CHICAGO: 203 N. Wabash Ave ° SAN FRANCISCO: Monadnock Bldg 
PHILADELPHIA: R.W. McCarney, 1015 Chestnut St. © BOSTON: John Hancock Bldg 
LONDON « FRANKFURT ¢ PARIS © ROME © TOKYO e¢ CASABLANCA 


ARMY TIMES ( 
NAVY TIMES 
AIR FORCE TIMES 


(Members: Audit Bureau of Circulations) 


AIR FORCE DAILY 
The “AMERICAN DAILY” in Europe 


make change that is progress eveb 
though it might hurt some one? .. . You 
know all the changes in the lumber in- 
dustry—prefabs, cash and carry, do-it- 
yourself, etc. These are things we must 
try to meet, not eliminate. They may be 
signs of progress or they may be a flash 
in flush times. . . . If the discount house is 
the way to buy lumber we shall try to 
open the discount house. And we look to 
vou for ideas that are new, not reaction- 
ary. 


C. Lynn Grojean 


Huddlestun Lumber Co. 
Three Rivers, Mich. 


& For other opinions on pricing and 
discount houses see, “I Can Get It 
Wholesale,” p. 80 this issue. 


THE ADAM OF SALES MEETINGS 


We have received a letter from one of 
our subscribers in which he asks when the 
first sales meeting was held, who held it, 
and why. . . We would appreciate it if 
you could either supply us with an an- 
swer or refer us to a source where such 
an answer can be obtained. 


Mabel S. Johnson 


Research Director 
The American Peoples Encyclopedia 
Chicago, Ill. 


& ‘The first sales meetings we know 
anything about were ones held by 
salesmen themselves who organized 
for their mutual benefit. In a story by 
Gerald Carson (SM, Apr. 15, p. 
105) are references to organizational 
meetings held by traveling salesmen 
in the Midwest and New York State 
in the early 1870's. 

If any subscribers have further in- 
formation we'll be happy to pass it 
on to Miss Johnson. Address “Letters 
to the Editor” Department, SALEs 
MANAGEMENT, 386 Fourth Avenue, 
New York 16, N.Y. 


A CUSTOMER'S GAME OF GOLF 


I really got quite a kick from your 
article by Vinnie Richards (SM, Apr. 15, 
p. 38) not only because of my long rela- 
tionship with Vinnie but because it is 
damn well written and most appropriate 
for publication in SM. 


Francis T. Hunter 


President 
“21” Brands, Inc. 
New York, N.Y. 


Correction 


In our April 15 “Letters” column 
(pp. 8 and 12) we ran a letter from 
Mr. I. T. White of the Warner & 
Swasey Co. We listed him as Gen- 
eral Sales Manager; his correct title 
is Gradall Sales Manager. We apolo- 
gize for the error and for any em- 
barrassment we may have caused 
Mr. White or Mr. Don M. Pattison, 
Warner & Swasey’s General Sales 
Manager and Vice President. 
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United’s new DC-7; will offer 
THE NATION’S 
GREATEST HIGH-SPEED 
AIR FREIGHT LIFT! 


NATION’S FASTEST AIRLINER 
OFFERS COAST-TO-COAST SERVICE 
IN LESS THAN 8 HOURS! 
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Y DC-?Mainiiner 


ONLY UNITED’S DC-7s PROVIDE 
9,000 LBS. FREIGHT CAPACITY 


Twenty-five giant, new DC-7s are joining the Main- 
liner fleet to provide the greatest, fastest nationwide 
air freight service! 

Powered by 4 turbo-compound engines, developing 
13000 h.p. United’s DC-7s cruise at 365 m.p.h. with 
a top speed of 410. 

In addition to passengers and their luggage, 
United’s DC-7s carry 41% tons of freight — more than 
any other DC-7 in the world! 

First service begins June 1 with the Nation’s first 
and only nonstop service from the Golden Gate to 


Contact your local United office now or write: 


United Air Lines, Air Freight Dept., 5959 S. Cicero Ave., Chicago, Illinois 


Manhattan in only 7% hrs.! On the same date, 
United’s DC-7 westbound service, New York to San 
Francisco will be inaugurated, followed soon by DC-7 
nonstop service between Los Angeles and New York, 
between Chicago and San Francisco, Los Angeles and 
Chicago-New York. 

Each new DC-7 flight, in addition to regular coast- 
to-coast services now offered by the Mainliner Fleet, 
will provide increased opportunities for you to ex- 
pand your business or maintain profits despite grow- 
ing competition. 


x 


for further information on United’s new DC-7 and other freight services. 
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AIR LINES 


PASSENGERS 


Adding hot metal at an open 
hearth furnace of the Dominion 
Foundries and Steel Limited. 
Photo: John Morris Studio. 
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HAMILTON 


THE PITTSBURGH OF CANADA 


The City of Hamilton, the centre of Canada’s steel industry. 
forty miles south-west of Toronto, offers a prosperous and re- 


ceptive market fo. American goods. 


There are 546 manufacturing plants providing steady em- 

ployment for more than 80,000 employees whose combined 
annual payroll exceeds $255,580,998. In addition, there are the 
earnings of 30,000 workers employed in the retail, wholesale 
The Ottawa Citizen and professional fields. 
The Hamilton Spectator Surrounding the metropolitan area is a fertile farm belt, 
(cattle, hog and sheep raising, dairy and fruit farming), which 
contributes substantially to the rural wealth, Local canneries 
The Medicine Hat News provide employment for hundreds of residents in the towns and 
The Calgary Herald villages of this area. 

The Hamilton Spectator, with a net paid circulation of 
84,249, offers advertisers an adequate and intensive coverage 
The Vancouver Province of this prosperous community. For full market data communi- 

cate with our representatives, Conklin and Woodward, 99 Park 
Avenue, New York 16, N. Y. or any of their branches at 
Detroit, Chicago, Atlanta, Los Angeles and San Francisco. 


THE HAMILTON SPECTATOR 


ONE OF THE SEVEN SOUTHAM NEWSPAPERS OF CANADA 


The Southam Newspapers 


The Winnipeg Tribune 


The Edmonton Journal 
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WHEN YOUR SALESMEN TELL YOUR STORY WITH A 
VISUAL PRESENTATION 


kills worry about whether user benefits are understood. 
Today’s far-sighted, dynamic, 


competent sales executives have saves prospect's time and salesman’s for more sales calls. 


achieved greater personal suc- 
cess, stronger marketing positions Insures your story absorbed faster, retained longer. 


for their products, 100% return 
on their investment with well cuts sales training time, saves money. 


planned visual presentation. 


Net result—Increases profitable sales. 


HILE-L‘AMROTH OFFERS A COMPLETE SALES PROMOTION AND SALES 
TRAINING SERVICE FROM FIELD RESEARCH THRU iDEA PLANNING, 
COPY, ART, PRODUCTION OF ALL TYPES OF VISUAL METHODS. 


Write us for dramatic case histories of sales-active companies who have successfully 
used visual methods in selling distributors, retailers, manufacturers and consumers. 


HILE-DAMROTH INC. 270 Park Avenue New York 17, New York 
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PHONE 
BOOKS 


The 1954 Essex 
County telephones 
will be printed in 
two volumes: 


@ NEWARK 
© Suburban Essex 


-.. that's because 
America's 11th county 
increased 80% in resi- 
dence telephones dur- 
ing the last decade 
. « « its part of the 
great “Newark News- 


town” story! 


Newark 


News 


Newark |, New Jersey 


THE HUMAN SIDE 


Advertising's Birthday: 
Someone Had To Be First 


In 1704—the time was May, and the week dated 1-8—a Boston 
paper called News-Letter, produced something new to the eyes of 
subscribers. A strange approach to the public called an “advertise- 
ment” was printed. For the first time, staid New Englanders opened 
their morning papers and found themselves looking at “ads”; three 
of them. Occupying four inches of a front-page column, the only 
display was a two-line initial letter in the text. The word “adver- 
tisement”’ was printed above. 


The occurrence was not a total shock around Boston breakfast 
tables. The paper’s editors had been so impressed with their own 
daring that a notice had been run for the entire month of April to 
let folks know what these things were, and when they would appear. 
History was being made: and didn’t they know it! 


The first of these pioneer gems announced: “At Oysterbay on 
Long Island in the province of New York, there is a very good 
Fulling Mill to be Let or Sold, ‘as also a plantation, having on it a 
large Brick house, and other good house by it for a Kitchen and 
Workhouse, etc.”” Not exactly what we would call “racey’ copy, 
but the response was enormous. 


The second item, if run today, would be buried in the left, hind 
section of the classified advertisements. At its printing, however, it 
was front-page stuff, and offered “A reward for the capture of a 
thief and the return of Certain Wearing Apparel.” Touched by the 
plea, subscribers responded with a charitable déluge of assorted 
clothing and descriptions of suspicious characters. 


Many People Had Courage 


Having been tried and found good, other states quickly united in 
following the new movement. Movable type had_ gotten its feet in 
the door of selling, proceeded to prove its value by opening a few 
new doors for the merchants. But the media did not sprout overnight 
to its present proportions. A few more salesmen had to be “first,” 
had to have the courage to follow through on an original idea. 


Almost 40 years after its beginning advertising found new life in 
the hands of a new American. Deciding to rise above competition 
instead of merely meeting it, he ignored the established “capsule” 
approach to mentioning merchandise and proceeded to use a half-page 
to tell the glories of his product. His advertisement ran in the New 
York Weekly Journal, dateline July 18, 1743. Competitors gnashed 
their teeth as their eyes followed the copy plugging ‘“‘Conor’s. Musical 
Machine, imported from England and exhibited for a fee at Mr. 
Pacheco’s at Petticoat lane.” Bully for Mr. Pacheco! Certainly there 
were no “petticoats” on his ability to reach future customers. 


Hoards of imitators hit the trail behind the music man. With 
large numbers comes a need for organization. In acknowledgement 
of this, the year 1851 finally came forth with a man brave enough 
to hang a sign'reading, “Advertising Agency of Volney B. Palmer— 
Reception of Advertising.” 


March 31, 1900, and the first full-page automobile advertisement 
to appear in a national magazine blew in on the pages of The 
Saturday Evening Post. The W. E. Roach Co. left competition tem- 
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SHOWMANSHIP... 
that sells! 


H. J. Heinz Company, maker of the famous 57 Varieties, 


travels this food products display to many hotel and restaurant shows. 
Modular design permits effective use in a 12, 16 or 20 foot booth space... 
the 16 foot unit below was used 

at the Western Pennsylvania Restaurant Show. 


To design SCLLmanship into your exhibit . . . consult us. 


Qonhiz Vo an Gi 000 BUSIESS ins seve aon BUT THE 


SERVE WITH PRIDE 


PITTSBURGH 

477 Melwood St., Pittsburgh 13, Pa., MAyflower 1-9443 
NEW YORK 

516 Fifth Avenue, New York 36, N.Y., VAnderbilt 6-2621 
CHICAGO 

1937 W. Hastings St., Chicago 8, Ili., TAylor 9-6600 
DETROIT 

810 Book Tower Bidg., Detroit 26, Mich., WOodward 2-3557 
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One ad taps 
national 
market 

for $600,000 
product 


How would you go about interesting 
U.S. business, industrial and financial 
leaders in a new $600,000 product? 
Here’s how a two-page advertisement 
in The New York Times did the job. 


The ad was placed by the Aries Fiber- 
board Corp., North American repre- 
sentatives of the British-made Bartrev 
Press. The press uses wood shavings, 
slabs, other waste wood to produce a 
continuous four-foot wide strip of Bar- 
trev board. 


Decision to use The Times came after 
many trade and business publications 
were considered, leading public rela- 
tions experts consulted. 


Because of the press’ high cost, imme- 
diate sales were not the objective, only 
the interest of competent investors. 


Reaction came quickly as replies 
poured in from scores of plywood, lum- 
ber, chemical, plastics, construction 
and furniture companies across the 
country. They jammed Aries’ switch- 
board for days. 


Firms interested in diversification re- 
plied, including shipping, mining, 
aviation, copper and machine tool 
companies, foundries. 


Months later, Aries executives, follow- 
ing up inquiries, were shown clippings 
of The New York Times ad. Top execu- 
tives had clipped it, asked subordi- 
nates, “What are we doing about this?” 
or “Why not investigate this?” 


Here is another graphic illustration of 
The New York Times unusual ability 
to make people respond quickly to ad- 
vertising they read in The Times... 
the reason advertisers have made The 
New York Times first in advertising in 
the world’s first market for 35 years. 


The New York Times 


NEW YORK. BOSTON, CHICAGO, DETROIT, MIAMI, 
LOS ANGELES, SAN FRANCISCO, TORONTO 
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purarily behind with this accelerated “plum.’’ The company featured 
its slogan, “Automobiles that give Satisfaction” and received such 
satisfaction in return that advertising has been four-wheeling it ever 
since. 


Now observing its 250th birthday, this venerable old salesman is 
still as spry as tomorrow, and as new as next year. His main job is 
still to serve as a “‘first foot in the door” but he stands as a monument 
to show what can grow when only a few men aren’t afraid to be first. 


10 Ways to Make Your 
Industry's "Week" Work for You 


Is it worth-while to sponsor a Week? The cotton industry, about 
to hold its 24th annual National Cotton Week, May 10-15, says yes. 


Last year provided an example: Approximately 15,453 stores and 
retail outlets of chain stores participated in 1953 Cotton Week— 
either through local advertising or use of official Cotton Week post- 
ers and display materials. A survey of clippings showed that 601 
stores placed 848 Cotton Week advertisements, amounting to 995,400 
lines, in +29 daily newspapers located in 44 states. 


Many of the techniques employed in putting across Cotton Week 
can be used in other industries. These are 10 useful techniques: 


1. Show retailers how they can tie in to best advantage. Give them 
a detailed promotional plan book with advertising layouts, window 
display diagrams and sales training copy. 


2. Make it easy for newspapers and broadcasters to participate. 
Provide them with advertising mats and copy. 


3. Use a field force or other grass roots organization to set up 
local committees of merchants and civic groups to carry the ball in 
each city where community-wide celebrations are appropriate. 


4. Prepare a publicity press kit with a variety of feature stores, 
glossy photographs and mats. 


5. Provide the field force with press kits, radio scripts, speeches, 
proclamations and other materials adapted for local use. 


6. Co-ordinate all existing publicity services. The National Cotton 
Council issues special Cotton Week editions of its two regular mat 
services, three radio script services, radio tape service, exclusive-in- 
your-city fashion photographs, house magazine releases, newsletters. 


7. Arrange for publicity and promotion tie-ins with allied firms. 


8. Set up special events which create news. Cotton Week events 
have ranged from speeches in Congress to aerial cotton boll bombings. 


9. Keep business publications informed of all developments, be- 
fore, during and after the event. 


10. Plan and start work early. Development of 1954 National 
Cotton Week began last June with an analysis of the 1953 results 
and recommendations for 1954. Preliminary poster art was in pro- 
duction by July. Industry publicity started in August with announce- 
ment of the 1954 Cotton Week dates. A direct mailer in October 
alerted retailers to the upcoming Cotton Week sales promotion plan 
book which was published in February. 
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BUSINESSMAN’S BARGAIN 


Flying with Capital Airlines offers you a double-barrelled 


bargain. It saves time and the dollar you spend for air travel 


today takes you lot farther — with greater 


speed, comfort and dependability. 4 
ees lj 
Over 500 flights daily between 75 major cities. 
General Offices: National Airport 
Washington 1, D.C. AIRLINES 
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It’s a good year for 


LIFE can help you all along the selling line. For example, here’s 


Starting with the manufacturer... 


LANE advertises in LIFE because this well-known 
cedar chest manufacturer finds that LIFE reaches a 
nationwide audience of householders, engaged 
couples, and trousseau-gathering teen-agers. (For the 
same reason, Lane now promotes its new line of 
tables in LIFE, too.) According to Lane’s president 
and founder, E. H. Lane, Sr.: ‘‘We feel that our ad- 
vertising in LIFE with consistent four-color pages is 
one of the big reasons we have had a steady growth 
in sales during the past sixteen years,” 


Continuing with 
the manufacturer’s salesman... 


“Our customers, the retailers, have been quick to dis- 
cover LIFE’s impact,” reports Lane salesman Glenn 
S. Thomas. “Lane’s advertising in LIFE not only 
helps me sell more efficiently, it also helps my cus- 
tomers sell more. I always bring along the latest Lane 
ads, because I find most retailers use them at the 
point of sale.” 
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this kind of selling 


how Lane uses LIFE’s help at every step in selling furniture. 


Moving on to the retailer... 


Buyer Garth Atherly of McMahan’s Furniture Co. 
in Santa Monica now takes up the story: “We feel 
that LIFE tie-ins and promotions, besides selling 
merchandise, attach to the store some of LIFE’s 
own prestige.” LIFE’s size and prestige do have a 
measurable influence on retail selling, even break- 
ing down traditional sales limitations. 

Thanks to round-the-calendar Lane advertising, 
for example, Lane retailers now enjoy continuous 
year-round selling on what was once considered a 
highly seasonal item. 


... delivering powerful sales impact in the home! 


And finally, LIFE’s tremendous national selling 
power becomes tremendous /ocal selling power—in 


ws 
home after home across the country. Here’s how 
Miss Jacqueline Sills of Atlanta describes it: “I’ve 
wanted a good cedar chest for ages, Last summer, I ca eas 
saw a color ad in LIFE showing a variety of Lane 

Chests. I liked two of them very much, recognizing pee lg 
one I'd seen in a window at the Haverty Furniture ‘ 
Store in town, So when the time came, I bought it . 

at Haverty’s. I think it pays to choose famous prod- 

ucts in which you can take pride.” 


LIFE reaches 11,880,000 households every week* 


1 *Source: A Study of the Household Ac- 
First in circulation cumulative Audience of LIFE (1952), by 
; First in readership Alfred Politz Research, Inc. 
First in advertising 
First with retailers 


9 Rockefeller Plaza, N. Y. 20, N. Y. 
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WHO=-T V srRINGS 
WHO’S RADIO STANDARDS 
TO TELEVISION! 


Now on the air with TOP SHOWMANSHIP = 
TOP PUBLIC SERVICE= 
TOP AUDIENCE REACTION! 


WHO has been preparing for WHO-TV for years . . . as to facilities, 
personnel and talent programming. 


Operation-wise, our transmitter building, remodeled in 1948, was designed to 
include TV facilities. Our special vertical directionalized radio antenna, erected 
in 1951, was designed to carry all possible forms of high-gain TV antennas. 


Personnel-wise, over the years we have accumulated people talented in radio 
showmanship, as well as having intimate knowledge of stage lighting, acting, 
and all other components that are necessary for outstanding television 
production, too. 


Program-wise,our large talent staff has been signed with a special eye toward 
TV as well as radio. Like our Barn Dance, much of our radio programming has 
been planned with built-in video potentials. 


We are now on the air. WHO-TV pledges you that in television as in radio, 
the highest standards will be maintained, resulting in the same audience 


preference and advertising results for which WHO is known throughout the 
Middle West. 


WHO-TV 


CHANNEL 13 © NBC 


DES MOINES 


Col. B. J. Palmer, President 


P. A. Loyet, Resident Manager 
& a PETERS, INC 
di way” FREE & PETERS, ! 
m National Representatives 


) 
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COMMENT 


It Costs $1 a Head, Is Fun, 
And Presidents Think It's Great 


If this has happened to your president, you've probably been 

. . . , . * 

needled about it in the executive washroom, and you're glad it took 
place there rather than in the executive committee meeting: 


Your president: “Charlie, the president of XYZ Co. and a good 
friend of mine said he tried to buy one of our widgets, and boy, did 
the retail clerk louse up the deal. Didn’t bother to show anybody’s 
widgets—not even ours. Can’t we do something about this retail 
situation? I know we've tried. But can’t we try again?” 


Now you have your opening and you can borrow a dramatic idea 
from Allied Mills, Inc., Libertyville, Ill., for your punchline. 


The president of Allied Mills and the top sales chief have heard 
some nice things said about their plan for dramatizing the need for 
better retail selling. 


Since 1946, Allied has taken its plan to 75 cities and exposed some 
3,000 of its 4,000 dealers and their employes to a buying clinic, a 
key part of which is a shopping adventure. 


Allied’s director of sales training, Chester M. Kessler, describes 
the adventure in shopping: 


I go down the main street, take the names and addresses of stores 
at random, getting a representative cross-section of the different types 
of merchants. These include: 


Jewelry stores Filling stations where acces- 


Department stores sories were sold 


Men’s wear Pet shops 


Women’s wear Novelty stores 


Hardware Farm stores 


Auto appliance stores Music stores 


Paint stores 


and any other type where a man going in would have a chance to 
stand in front of the sales person across the counter and get an 
opportunity to observe the sales technique. 


Generally, grocery stores, ten to a dollar stores, variety stores and 
drug stores are omitted because the service there is more one of self 
service rather than the individual sale as compared with the above 
list. 


At 11:30 on the second and final day of the school, the “Buying 
Clinic” presentation is made to the groups (average number—40). 
At this time the dealer is given a dollar and the name and address 
of his particular store. Dealers are told to be through with lunch at 
12:30, immediately afterwards get their hats and coats and go to 
these stores individually, and purchase any item that they- so desire. 


If they want to pay an additional amount of money for some item 
to take home, that is perfectly all right, but as they make the pur- 
chase in the store, they are to check how they were treated. At one 
o'clock, they return to the school and each gives a verbal report as 
to ‘“what had happened to him.” 
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| parmeenamta aint oo 
HOW DOES ACB’s 
PERCENTAGE OF ERROR 
COMPARE WITH YOUR OWN 


We take our hat off to Ivory soap— 
their product misses perfection by 
only 56/100ths of 1%. 

ACB services can’t quite match 
that figure. However ACB does 
score better than 95% in “‘spotting”’ 
wanted advertising in the daily 
newspapers. 

Years ago, ACB made a sporting 
proposition, namely, if we failed to 
collect more ‘“‘wanted advertise- 
ments” out of a specified list of 
newspapers, ACB would cancel its 
service charges. In every competi- 
tion, ACB produced more specified 
advertisements—from 10% to up- 
wards of 200% more. 

It is this high degree of accuracy 
that gives added value to ACB’s 
Newspaper ResearchServices. Sales 
and advertising policies can be for- 
mulated with assurance on this ac- 
curate information. 

Send for ACB’s Catalog. 48 pages. 
Describes each of ACB’s 14 Research 
Services. Gives many case histories; 
cost of service, or method of estimat 

ing; complete directory of dailies; 

. S. Census of retail stores. It’s 

free! Ask for it today. 


ACB reads every advertisement in every daily newspaper 


ACB SERVICE OFFICES 


79 Madison Ave. * New York 16 
18 S. Michigan Ave. + Chicago 3 
20 South Third St. * Columbus 15 
161 Jefferson Ave. * Memphis 3 
51 First St. * San Francisco 5 


Whats a Good 
Sales Outlet 
Worth to you? 


@ There are 1671 automotive outlets and filling stations 
in the Booth Michigan Newspaper Market, doing an 
annual volume, as reported by SRD Consumer Markets, of 
$898,541 ,000. 


85°; of all automotive sales in Michigan, outside of Wayne 


County and the Upper Peninsula, are in the 8 Booth Michigan 


Newspaper Cities. 


Are you getting your share of this big market? You can’t 
if your schedules aren’t competitive! Let a Booth man help 


you get the facts. Call him: today! 


A. H. Kuch Sheldon B. Newman Brice McQuillin 
CALL 110 E. 42nd Street 435 N. Michigan Ave 785 Market Street 
New York 17, N.Y Chicago 11, Illinois Son Francisco 3, California 


} Oxford 7-1280 Superior 7-4680 Sutter 1-3401 


f) BOOTH, Z2cdrar Newspapers 


“YOUR MICHIGAN, MARKET QUTSIDE DETROIT”;' 
GRAND RAPIDS PRESS e FLINT JOURNAL e KALAMAZOO GAZETTE e SAGINAW NEWS 
JACKSON CITIZEN PATRIOT e MUSKEGON CHRONICLE e BAY CITY TIMES e ANN ARBOR NEWS 
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At this point, it is impressed on dealers that they, along with the 
other people who walked in the doors of these merchants, are the most 
important people in the world to the merchant’s business. They are 
the “paycheck coming in the door” and they should see how the store 
treats them, see if the individual sales person acts as though they are 
glad to see their “paycheck coming in the door” and be sure that. 
through proper treatment that this “paycheck’’ would continue to 
come in not only next week, but next month and next year. 

The following points are checked: 


Waiting Time Suggestive Selling 
Approach Thank You 
Attitude Ask Back 


Knowledge of Merchandise Reaction 

At one o'clock, students are called on individually to stand up and, 
in their own words, tell what happened to them. After each experi- 
ence is given, the student is asked to rate that store. The rating for 
the purposes of the ‘““Buying Clinic” is either good or bad. 


A typical rating, at Fort Wayne, Ind., where 16 men were sent 
out to shop: 


Summary 
Good Bad 


. Waiting Time 12 4 


Approach 5 
Attitude 8 
. Knowledge of Merchandise 10 
. Suggestive Selling 14 
Thank You 
Asked Back 
. Chance of, Going Back 9 


Is this an idea you can put to work in your company? Is it an 
idea for your Sales Executive Club? (It was for the Fort Wayne, 
Ind., Sales Council). Is this an idea which would appeal to your 
president and stockholders? 


General Sales Managers Losing Out? 


If we seem provocative in titling “Are You Really a Sales 
Executive” (turn to page 36 of this issue) we fully intended to be. 


The job of the sales executive is growing and the sales executive 
who fails to grasp his opportunity—and his obligation—will find him- 
self out of the running. One company, now grossing over $200 
million a year and its industry’s sales leader today, has had a number 
of top sales chiefs over 20 years. One of them now is in training 
work, and very happy. In pursuing his specialty, training, we have a 
hunch he ignored the increasing broad requirements of his job func- 
tion. But his president saw the need for a broad man in a broad job 

and saw to it that the job was filled by a sales executive. 


Older people in selling may regret it—and fight against it—but 
the title general sales manager is beginning to identify the leader of 
men type executive who takes into the field the policies worked out 
by the director of marketing. The feeling is growing that the GSM 
is a fine man to lead the cheering in the sales meeting, and the head 
of marketing is the man to sit on the board of directors. 
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Hell see you now! 


The man in the “front office’, who 
makes the buying decisions for the 
3-14 million consumers in the U.S. 
Armed Forces, is the man you 
must sell first in order to do busi- 
ness in this 8 billion dollar market. 
Now he will see your product or 
service when you advertise in THE 
MILITARY MARKET. 


THE MILITARY MARKET, the monthly 
trade paper that reaches Armed 
Forces purchasing personnel every- 
where guarantees a monthly circu- 
lation of 15,000—more than any 
other publication in its field: 


Edited by an experienced military 
trade paper staff, THE MILITARY 
MARKET offers news and editorials 
of immediate interest to men in 
military merchandising. You’re 
sure of thorough readership. 


Let us show you how to do business 
with these Armed Forces purchas- 
ing officers. Get “How to Sell’’ 
information and advertising rates 
from our nearest office. 


THE MILITARY MARKET 


The Monthly Magazine for Military Buyers Everywhere 


ARMY TIMES PUBLISHING CO. 
3132 M St.N.W, Washington 7, D.C. 
Publishers of: 

ARMY TIMES, AIR FORCE TIMES, NAVY TIMES, 
AIR FORCE DAILY—the American Daily in Europe 


New York + Chicago + San Francisco 
Boston + Los Angeles 
London - Frankfurt - Rome + Tokyo 
Casablanca 


ANIMAL —VEGETABLE— MINERAL... 


How different this broom is from the bundle of brushwood twigs that served the 
caveman’s cleaning needs. It’s one of the thousands of types of brushes produced by one of 
America’s most unusual industries. 


The animal hair and bristle, and vegetable fibres used in brushmaking, must be 
laboriously hand-gathered and imported from the far corners of the world. Until a decade 
ago, brushmaking was an industry in which production, quality and uniformity were more 
dependent upon manual skills than upon mechanical methods. But now, ingenious 
automatic machines and recently developed synthetic fibres give promise of almost 
complete mechanization within the next few years. 


MIGHTY MIDGETS... 


There are no industrial giants in brushmaking. Yet, without the less than 500 small 
companies who make brushes, American industry would experience untold problems. 


And, just as small companies contribute to great industries, so the work of many men of 
science contributes to the greatness of America. Here, every art, every human skill has 
the incentive and the opportunity to add its bit of invention or insight to the greater whole. 


THE AMERICAN INTER-COM SYSTEM... 


America can work like that because it has an all-seeing, all-hearing and reporting 
Inter-Communications System. 


Complete communication is the function, the peculiarly American contribution of the 
business press . . . a great group of specially edited magazines devoted to the specialized 
work areas of men who want to manage better, design better, manufacture better, 
research better, sell better, buy better. 


COMMUNICATION IS OUR BUSINESS... 


The McGraw-Hill publications are a part of this American Inter-Communications system. 
As publishers, we know that businessmen subscribe to—pay for—McGraw-Hill 

magazines edited for their specific business interests by editors who are specialists in 
analyzing, interpreting and reporting worthwhile ideas. 


As publishers, we also know that advertisers consistently use the pages of our magazines 
to feature the products and services they offer in the interest of increased efficiency and 
lower production costs . . . for the editorial pages tell “how” and the advertising pages 
tell ‘“‘with what.” 
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This is interest This is ENTHUSIASM! 


The American Weekly creates ENTHUSIASM * 


Mother swings into action when she reads The AMERICAN WEEKLY. . . 
so do father and the youngsters. In the truest sense, The AMERICAN WEEKLY 
is a family magazine— inspiring the enthusiasms of people of all ages— 
reaching over 9 million 600 thousand homes each Sunday. 


The 
AMERICANWEEKLY 


* Donan 
ENTHUSIASM is interest raised to the buying pitch! 


AMERICAN WEEKLY, 63 VESEY STREET, NEW YORK 7, W. ¥,z, 
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TRENDS 


These Salesmen Didn't Sing The Blues 


Sales and earnings reports for the first quarter are be- 
ginning to drift in, and it’s a mixed picture. Since there 
has been a slight recession it is not surprising to find 
plenty of decreases, but the great majority of reports 
reveal either only a sight loss, just about even, or a gain. 


Headquartered in Stamford, Conn., is the Frederick 
B. Henderson Co., manufacturer’s representative for a 
number of allied lines, most of them in the automotive 
or hardware fields. Business with them is honestly good; 
every salesman in the company will earn more money 
this year than last. Mr. Henderson tells his salesmen: 
“There are two sure ways of not getting an order—one 
is to kill the customer; the other is to preface your sales 
presentation with a chat about hard times. 


“I visited with 10 jobbers this week. They told me 
they were afraid to talk to salesmen. Their reasons were 
that every salesman calling on them was singing the blues, 
crying about business and complaining about collections. 
Most depressing. 


“In one case in Stamford after I talked to the jobber- 
owner, I asked the counterman approximately how many 
salesmen he had talked with yesterday. He recalled 8. I 
then asked if the salesmen talked about business and what 
was their approach. The counterman said each salesman 
not only yesterday but for weeks had been starting the 
conversation with, ‘How’s business?’ Counterman replies, 
‘Okay or pretty good.’ Then comes the switch—the sales- 
man says, ‘My business stinks, it’s way off, lousy, poorest 
in my 20 years of selling; you ought to see New Haven, 


laying off everybody; collections way off; I should have 
stayed home today; etc.’.” 


Here are a few examples of companies whose first 
quarter sales exceeded those of 1953. It seems safe to 
hazard a guess that most of the salesmen for those com- 
panies didn’t waste their time bringing up the discussion 
of business conditions with customers; they had enough 
native sense never to talk pessimistically. 


Sales in Millions 
1954 1953 
Anheuser-Busch Inc. +3% 
J. I. Case Co. $13.3 $13.1 
Crown Cork & Seal Co. 28.9 22.2 
Diamond Alkali Co. 22.2 
Flintkote Co. 
General Tire & Rubber Co. 
Gillette Safety Razor Co. 
Goebel Brewing Co. 
Jewel Tea Co. 
Martin-Parry Corp. 
Mathieson Chemical Co. 
National Biscuit Co. 
Norge Div. of Borg-Warner Corp. 
Charles Pfizer & Co. 
Riegel Paper Corp. 
Rohm & Haas Co. 
St. Regis Paper Co. 
Twin Coach Co. 
Westinghouse Elec. Corp. 
Yolande Corp. 
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IS THIS AN AGE OF SALESMEN? 


A columnist in the The Miami Herald writes, “We 
may call it the Age of Science or the Atomic Age, but it is 
neither. Future historians, I feel sure, will put us down 
as the Age of the Salesman. 


“One of the biggest automobile firms in the country 
has just borrowed $250 million to retool in the fall. Its 
sales, until recently 23% of the national car market, have 
dipped. 


“Why? Because the engineers were running the com- 
pany and designing the bodies around the chasses. Me- 
chanically, their cars were among the best on the market 
—but they failed to imitate the style trend.” 


Perhaps his prediction wil! be carried out, but the ex- 
amples of bad personal selling seemed to stand out over 
the good. 


Car sales have been slow for the past eight months— 
but how often has anyone tried to sell you a new car 
except when you entered a showroom? I'll trade experi- 
ences with you. 
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There have been only three occasions in more than 15 
years when automobile salesmen have in any way come 
to me to sell a car—and if you can call those occasions 
examples of good salesmanship I will be surprised. 


About two years ago a Lincoln-Mercury dealer sent 
me a government postal card, suggesting that I drop in 
and listen to a “generous” trade-in offer involving my 
then current car. Last fall, a New York importer of 
British cars telephoned me, but never followed it up, 
although I displayed at least slight interest. And yester- 
day I received a jumbo mailing card from an uptown 
Chrysler dealer inviting me to phone him to arrange for 
a demonstration ride. 


BE PREPARED FOR A SPECULATIVE BOOM 


At long last good business news tops the bad in the 
daily press; optimistic statements overshadow the pessi- 
mistic remarks. 


According to Dr. Louis J. Paradiso, chief statistician 
of the Department of Commerce (and former research 
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director of SALES MANAGEMENT’s Survey of Buying 
Power), total consumer spending in the first quarter of 
the year increased by $2.3 billion at the annual rate; it 
roughly equaled that of the last quarter of 1953. 


At the annual sales convention of the McGraw-Hill 
Publishing Co., held at the Westchester Country Club a 
fortnight ago, Dexter Keezer, head of the economics de- 
partment of that great publishing organization, said that 
last fall their nation-wide survey of the intentions of 
industry to spend on plant and equipment indicated a 
slight downturn for 1954—but that a new survey made 
in March indicated that capital goods expenditures would 
set a new high in 1954. When an industry such as the 
auto industry sees its sales fall off 11%, yet plans for an 
increase in expenditures of 29%, it looks as though (as 
The New York Times puts it) “the spirit of the 30’s as 
expressed in a concept of the mature economy has been 
laid for a long time to come.” 


Economist Keezer, highly respected in the economic 
world, seems worried about only one thing—that business 
may take such a big spurt as to create an unhealthy boom. 
He says, “If first you take a stock market which persists 
in rising in the face of declining business, then have gov- 
ernment add inflationary fuel, and third get abroad in 
the land the idea that we've got depressions licked, it looks 
to me that you’ve got the elements of a really rousing 
speculative boom.” He says he’s going to keep at least one 
little corner of his eye cocked toward the possibility, 
anyway. 


Not all economists feel that we have seen the worst. A 
Wall Street Journal survey indicates that 70% of the 


business economists venturing opinions think the down- 
trend is leveling off; 25% see no sign of it, and 5% be- 
lieve the economy has already taken a turn for the better. 


VICE-PRESIDENTIAL EARNINGS 


The April issue of Harper’s magazine has an interest- 
ing story on how to place bets in the corporation sweep- 
stakes. Researchers for one of the country’s smartest 
banks, after studying hundreds of corporation histories 
and reports, come up with this clue to good management: 
“If the top executive in a company gets a salary several 
times as large as the salaries paid to the #2, 3 and 4 men, 
you can be pretty sure that this firm is badly managed. 
But if the salary levels of the four or five men at the 
head of the ladder are all close together, then the per- 
formance and morale of the entire management group 
are likely to be high. 


“The size of the salaries doesn’t seem to make much 
difference. Whether the president of the corporation gets 
$20,000 a year, or $100,000, isn’t important, so long as 
his vice-presidents get something like 75% to 90% as 
much. But when the president pulls down $100,000, and 
his main subordinates get only $50,000 to $25,000, it is 
time to look for trouble.” The recipe isn’t guaranteed by 
SM but it’s an interesting one to study and observe. 


PHILIP SALISBURY 
Editor 


OPERATING BUSINESS FIRMS 


IN THE U. S. 


4) | BZ 


THOUSANDS 
OF UNITS 


MANUFACTURING 


20g 321 328 
‘aN 
1940 1950 JUNE 


AVERAGE 95 


SOURCE: U.S. DEPARTMENT OF COMMERCE 


GRAPHIC BY PICK-S. W. Y.a 


EXPENDITURES BY U.S. BUSINESS FOR 
NEW PLANT & 
EQUIPMENT __,, 


BILLIONS OF DOLLARS 
PER QUARTER 


6.6 mY 


| TL 


1946 


9522.34 


1953 1954 


SOURCE: SECURITIES & EXCHANGE COMMISSION * ESTIMATED 
GRAPHIC BY PICK-S, N. V.om 


ot ¥ 
QUARTER 


Despite a slight first-quarter drop, expenditures for capital goods, by 
business firms new and old, will hit a new high this year, says McGraw-Hill 
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Make Your Salesman’s Calls Four Times as Productive 


... with sales leads from your advertising 


Consider these facts for a moment: a recent national survey* 
shows that salesmen selling to the industria! market average 
about 9 orders per 100 cold calls . . . but this average jumps to 
38 orders per 100 calls when the prospect has received and 
studied the company’s catalog or similar literature. 


In other words: if your advertising draws inquiries and 7f you 
follow up those inquiries, your salesman’s chances of getting 
an order when he makes his call are four times as good. You 
stand to make four times as many sales. 


Because of a growing recognition of the value of inquiries 
in selling to the aviation market, more and more advertisers 
are turning to Aviation Age. For Aviation Age consistently 
develops more inquiries for its advertisers than all other 


aviation magazines combined . . . a total of 90,000 sales leads 
in the last 12 months. 


No other publication of the industry can even approach this 
record of advertising effectiveness. Ask your own sales depart- 
ment to show you its record of leads from Aviation Age. 


*Survey reported it July by the Sales Executives Club of New York. 
The magazine of 
Aviation’s Technical Management 
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Are You Really a Sales Executive? 


Or are you still the supersalesman who now has the execu- 
tive responsibility for sales? Have you disciplined yourself 
intellectually and psychologically for performance at the 
top management level? Your job has grown; have you? 


BY BERNARD DAVIS 


On my desk as I’m writing this 
there are two pieces of paper. One is 
a clipping from a current magazine 
article. In it the inventor of a mem- 
ory training system describes the ex- 
perience of a salesman who had taken 
his course. 

He tells how this salesman, on com- 
pleting his training, had memorized 
all the designs, style numbers and 
prices in the preliminary draft of a 
new sales catalog soon to be discussed 
in a general sales meeting. When the 
boss brought all the men in, this fel- 
low amazed everyone with his ability 
to rattle off everything in the book. 
After the meeting, of course, the boss 
called him in to find out how he’d 
managed it—with the inevitable re- 
sult. “Needless to say,” the story 
ends, “the salesman was soon pro- 
moted to sales manager.” 

The other piece of paper is a letter 
from one of my clients. In part, it 
reads: 

“After our discussion the other 
day, I got the boys together to help 
me nail down just what our sales 
setup ought to be before, as you sug- 
gested, we start looking for someone 
to head it up. Here’s what we came 
up with as basic functions, ranked in 
no particular order of importance. 
Now that we've done it, I can see 
how far behind the times we've been: 

“1. Developing an effective mar- 
ket research program, creating a 
product line consistent with its find- 
ings and evaluating the results of the 
sales effort. 

“2. Presenting, at top management 
conferences, the ‘sales picture’ so that 
it receives equal consideration with 
production and financial operations. 

“3. Working with specialized staff 
services in such a way that key ad- 
visory departments serve Sales as 
effectively as they do the President 
or the Controller. 

“4, Preparing budget and program 
and selling it to top management. 

“5S. Recruiting, training and su- 
pervising a competent organization to 
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assist in carrying out the program. 

“6. Devising and maintaining a 
compensation plan for this staff that 
provides incentives for greater ac- 
complishment and assures the reten- 
tion of a top-notch, efficient group.” 

How was that salesman, with his 
organized memory, making out if his 
promotion confronted him with such 
a formidable array of executive re- 
sponsibilities ? 

It may be that in some companies 
an extraordinary memory meets all of 
its requirements for a sales executive. 
In others the primary qualification 
seems to be limited to being the com- 
pany’s best salesman, notwithstanding 
the fact that these isolated criteria 
represent only a small section of the 
total sales function. 


Behind the Times? 


Is the second method of dealing 
with the problem of sales organiza- 
tion the more realistic one? Let me 
give you some of my reasons for 
thinking that it is. Then you may 
say, as my client did, “I can see how 
far behind the times we’ve been.” 

Let’s do some digging into the 
functions listed above. This will show 
how they separate into two distinct 
areas of activity. The first of these 
is concerned mainly with program- 
ming—sighting the target, and figur- 
ing out how to hit it. The second 
area involves carrying out the pro- 
gram and evaluating the results of 
this effort. 

Think of the first category as the 
“3 P’s” of the sales function: 

1. Product (what it shall be, how 
much of it there shal! be, and what 
it can be sold for), 

2. Potential (the company antici- 
pates the what and where of the 
market, how tu define it and approach 
it). 

3. Policies that will guide the sales 
effort (statements of objectives upon 
which operating procedures must be 
built). 


The second area, that of carrying 
out what’s been planned, can 
characterized as the “3 M’s.” Here 
we deal with: 

1. Money (the budget that must 
make adequate provision for what’s 
to be done). 

2. Men (to do all that must be 
done if the product is to win accept- 
ance in the market). 

3. Media (making use of the many 
means by which to capture attention 
and stimulate purchase by all those 
whom the company seeks to attract). 

(Keep in mind that each of these 
must be considered for immediate as 
well as future needs, if the company 
hopes to grow and be able to move 
flexibly. ) ; 

It’s not difficult to persuade one- 
self that ‘““We cover all these things 
just as everyone else does.” Most of 
what’s involved, however, goes be- 
yond the capacities of the super sales- 
man or mnemonist, or any man who 
has permitted himself to devote all 
of his time to a single aspect of his 
total job. 

Work is dynamic. As we learn 
more about what a particular activity 
comprises, we segregate the skills 
needed to perform that particular 
element. Sometimes, in small organ- 
izations, a single individual may do 
all the things that a wide range of 
specialists might cover for the larger 
organization. Sometimes, when busi- 
ness is bad and widespread lay-offs 
occur, a few people take over for 
what once required many more em- 
ployes. Similarly, all of us have seen 
what happens during sudden expan- 
sions when work must be split up 
among many people. 

The number of elements in the job 
do not change as the number of peo- 
ple doing the work goes up or down. 
The total job remains the same. The 
only time the elements increase or de- 
crease is when our knowledge of the 
work itself is increased or extended. 
As we gain insight into any activity 
we develop the skills by which we 
master more of its essential nature. 

This is what has been happening 
in the field of sales management. As 
we've gained greater knowledge of 
what goes into our 3 P’s and 3 M’s 
and hew the relationship of sales to 
the company’s other activities is 
affected, the job of the sales execu- 
tive has undergone some very impor- 
tant developments. It’s a bigger job 
now. Its responsibilities have increased 
and its horizons have been raised 
considerably. 
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If you haven’t noticed that this has 
been going on, you’ve probably not 
looked for the reasons that sparked 
the drive for greater understanding 
of the sales job and thus increased its 
scope. There are two: 

First, the increasingly competitive 
nature of today’s industrial economy 
necessitates a standard of product and 
program planning, coupled with a 
mastery of sales training and super- 
vision, that cannot be met by the dol- 
lar volume of anyone’s sales or by 
memorizing a whole bookshelf full of 
sales catalogs. 

Second, the complicated structure 
of today’s industrial organization re- 
quires skill in co-ordinating the work 
of the sales department with a wide 
range of specialized staff services and 
line operations—a task that places 
a high premium on executive com- 
petence. 


Demand Creative Thinking 


No one will doubt the first of 
these. Those who question the second 
might look again at the functions 
listed in my client’s letter. Examine 
the tasks that demand creative think- 
ing that’s a great deal more than 
merely “doing a good sales job”; 
which involve productive collabora- 
tion with all the other departments 
that impinge on sales; which require 
positive ability to meet and deal with 
top management in policy and pro- 
gram formulation; which assign man- 
agement responsibility for employe 
relations too long ignored by too 
many sales departments; which places 
sales in a position to make a lasting 
contribution to the management 
group. © 

There’s no better evidence of 
what’s been happening in the sales 
job than what’s been happening to 
the title that’s used to describe it. 
Not too many years ago, “Sales Man- 
ager” or “General Sales Manager” 
and occasionally “Vice-President in 
Charge of Sales” was standard term- 
inology. Now—and the trend in this 
direction is increasing steadily—you 
may still find the Sales Manager and 
General Sales Manager, but more 
often there is also a “Vice-President 
in Charge of Marketing.” 

One observer of the sales manage- 
ment field, who has carefully docu- 
mented his analysis of this develop- 
ment, wrote me this not long ago: 

“Because of the elevation of the 
sales function in the management 
hierarchy, the Sales Manager (or 
General Sales Manager), depending 
on his personal ability, now has the 
opportunity to be a key man in top 
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management. Where he does not have 
the potential, the President has 
brought a new man in at the top. 
Frequently this shift has been a 
gradual evolution of the job, but sev- 
eral years ago at General Electric, it 
was rather sudden. Now the Man- 
ager of Marketing in each GE de- 
partment has far more responsibility 
than was ever given to the General 
Sales Manager or Vice-President in 
Charge of Sales.” 

Such a man may or may not have 
extensive selling experience in the 
field. But you may be sure of this: 
He has both the skills and personal 
qualities that mark the man who can 
initiate rather than imitate. His re- 
sources are intellectual, rather than 
personal. 

You’re more likely to find him at- 
tending seminars of professional 
groups engaged in serious discussion 
of technical know-how in marketing 
and distribution than playing hail- 
fellow-well-met over three hours of 
lunch and cocktails at “21,” or join- 
ing the convention get-togethers. And 
it’s an equally sure bet that while he 
may not know the latest joke that’s 
going the rounds, he has understand- 
ing of what’s happening in the world 
and how it affects his company and 
its product. 

As the job has grown, so has the 
stature of the man who can fill it. 
Sales is now a job of many parts and 


the man who hopes to run the job— 
rather than have it run him—must 
himself be many-sided. Not only must 
he meet the requirements for wider 
technical knowledge, there are cer- 


.tain other qualifications this new look 


in sales now demands of the sales 
executive: 

1. Ability to identify and use rela- 
tionships between things or events 
which others usually overlook or 
ignore. 

2. Capacity for dealing simultane- 
ously with many different tasks and 
for keeping an appropriate balance 
between them. 

3. Intuitive skill for absorbing, di- 
gesting, and evaluating information 
and coming up with the right answer. 

The company that hopes to keep 
its head above the crowd depends on 
executives who can function in this 
way. 

The sales executive who sees his 
tasks as an organic whole, who is 
prepared to give each part the amount 
of attention it deserves, who is will- 
ing to discipline himself intellectually 
and psychologically for performance 
at the top management level, need 
never write a single order himself. 

If he does an effective job of his 
responsibility, his company’s sales, its 
sales organization, and its competi- 
tive position will tower over the ac- 
complishments of supersalesmen and 
memory experts. The End 


Client and Author 


Bernard Davis is a consultant who has counceled many concerns on 
production and sales manpower problems. He is an amateur photog- 
rapher (the Bolex camera is sold by one of his clients). Davis, before 
he set up his own firm in New York City, was executive assistant to 
Anna M. Rosenberg, the former Assistant Secretary of Defense. 


USING ADVERTISING AS A SALES TOOL—No, 2 of a Series. 


“An Outstanding Ad Has Nine Lives’ 


By Orville C. Hognander * Vice-President and Sales Manager, G. H. Tennant Co. 


We have learned that an outstand- 
ing advertisement often has more 
lives than a cat. You can. rerun it, 
at certain intervals and under proper 
conditions, for six years or more. And 
it will continue to pull as many in- 
quiries, on the average, in 1954 as 
it did in 1946 when it first ran. It 
also will save you hundreds of dol- 
lars in production costs. 

Such, at any rate, has been our ex- 
perience with an industrial journal 
advertisement we first placed in 1946. 
The headline: “Removes 2 Tons of 
incrusted dirt in less than 8 Hours!” 
It referred to one of our industrial 
floor-cleaning machines and its per- 
formance in a railroad roundhouse. 

This advertisement was one of 
many we placed in 1946 in Factory 
Management & Maintenance, Mill 
and Factory, and other industrial 
media. We ran it in May and re- 
ceived about eight inquiries through 
each publication. 

When the plate came back from 
this one-time run we at first followed 
the procedure of many consumer ad- 
vertisers—we shelved them. 

We were abiding by a kind of un- 
written. taboo in most advertising 
circles against rerunning an adver- 
tisement. 

The plate for this advertisement 
had a “75th Anniversary” imprint on 
it. This automatically limited its use- 
fulness to one year. 

To rerun an advertisement, it was 
believed, was a waste of money and 
would annoy a reading audience. En- 
gravers, artists and many agency peo- 
ple also had little enthusiasm for us- 
ing advertisements more than once. 

But a few months after we shelved 
the plate, our advertising department 
began to mutter about rerunning 
some of our advertisements on a test 
basis. It cited the findings of a 300- 
member survey committee that de- 
clared: “Advertisements repeated at 
intervals of four or five months have 
little or no accumulated recollection 
of previous appearances, and have ap- 
proximately the same effect as the 
original insertion.” 

We decided to try it. We reviewed 
our inquiry records, re-examined 
headlines, illustrations, photo cap- 
tions and action copy. Then we 
started rerunning selected ads. 
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Every good ad (with a satisfac- 
tory initial inquiry record) continued 
to pull inquiries each time it was 
used. And each ineffective ad re- 
mained ineffective until revived by a 
major operation, such as rewriting, 
or a minor one, a new headline. 

The “Removes 2 Tons” advertise- 
ment has been our best performer for 
six years and we now contemplate its 
burial, scheduled for 1955. It has 
withstood the 1949 dip, postwar re- 
cession fears and two presidential 
elections. 

Our first rerun of this advertise- 
ment was in 1947. We simply tooled 
out the “75th Anniversary” slug and 
sent it in. It promptly pulled in 
slightly more inquiries than when run 
the previous year. 


JUST CALL HIM “HOGGIE” 


Orville C. Hognander, husky 
v-p and general sales manager for 
G. H. Tennant Co., Minneapolis, 
is known to thousands of sales 
executives through his talks made 
before sales executive clinics, con- 
ferences and regional meetings. 

Hognander was born in Stam- 
baugh, Mich., educated at Augs- 
burg College and the University of 
Minnesota. He came to Tennant 
in 1936 as district representative, 
was made assistant to the vice- 
president in 1941, became sales 
manager in 1944, In 1946 he was 
elected vice-president. 

Sales citations include winning 
the Edmund F. Mair trophy in 
1948 awarded by Minneapolis 
Sales Executives for “outstanding 
contributions to sales manage- 
ment.” He was general chairman 
of the Upper Midwest Sales Con- 
ference in 1938, president of Min- 
neapolis Sales Executives in 1950- 
51, and in 1952-53 was appointed 
vice-chairman of the board of 
directors of National Sales Execu- 
tives, Inc. 

Hognander is married, has one 
son. His one hobby: selling sales- 
manship. 


Here are some typical recent results 
of this same advertisement: 


No. of 
Dete of Ad Publication Inquiries 


June, 1950 Factory 9 
Cct., 1950 a 13 
Jan., 1951 6 
Sept., 1951 " 7 
Sept., 1951 Modern Materials Handling 12 
Jan., 1952 - " si i 
March, 1953 " “i ° 13 


We believe this advertisement owes 
its success to a number of elements 
found in nearly all high-response in- 
dustrial advertisements: 


1. Headline promises specific 
benefits. “Two tons,” “incrusted 
dirt,’ and “8 hours” are tangible 
things, spelled out. Even the word 
‘“‘removes” implies more than “cleans.” 
Also note that there is no brand name 
in the headline, the copy being di- 
rected entirely to the reader’s curi- 
osity and self-interest. 


2. Illustration is dramatic; shows 
product in use. Locomotives and 
roundhouses have strong emotional 
appeal, and give effective contrasting 
results in photos. This picture does 
more; it shows what the floor ma- 
chine has accomplished, what it does. 


3. Photo caption is specific. The 
original caption was later mortised 
out to allow mention of allied prod- 
ucts (power sweepers). Note use of 
boldface all-caps as a lead-in to cap- 
ture interest. 


4. Subhead is specific. “An easy 
one-man job with a Tennant Indus- 
trial Floor Machine” is designed to 
catch the eye of anyone who missed 
the main head. It also, by use of the 
arrow, focuses attention on the path 
cleaned by the machine. 


5. Copy is to the point, promises 
benefits. Despite unwise use of 
double participles, the copy is clean- 
cut and expands the promise of the 
headline. It again uses specific figures 
(“8 to 20 lbs per minute”) rather 
than general, vague terms. 


6. Product is pictured clearly; has 


good "chore list”. This gives fur- 


SALES MANAGEMENT 


ther useful information to a reader 
whose attention has been attracted by 
the main illustration. Notice that 
boldface list of features includes ac- 
tive verbs like requires, picks up, 
smooths and levels, eliminates chemi- 
cals, no interference. 


Removes 2 TONS of 


incrusted dirt in less 
than 8 HOURS! 


i 


7. Vigorous bid for action by 
readers. Both the original plate, and 
slightly modified later one, carry 
through the promise of potential bene- 
fits in asking for action. While you 
will note a difference in the “write 
today” texts, this had no apparent 
effect on response. 

Our experience suggests that the 
most important single element in any 
advertisement is its headline, and the 
more specific it is, the better. Typical 
good heads have been: “It Paid For 
Itself In 22 Days”; “Saves 80 Man- 
hours A Day At Caterpillar’ ; “Pays 
For Itself On A Single Job” and 
similar to-the-point copy. Some of 
our bad ones have been general head- 
lines such as: “Here’s Where Good 
Morale Begins.” 

We think it pays to write copy 
after the layout is made; to write it 
to fit each type area on the nose (we 
don’t spend a cent a year on re- 
writes) ; to watch type face, size and 
leading like a hawk; to keep a com- 
plete file of photographs. The End 
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IN ONE OPERATION a Tennant 
Machine cuts grime from floor . 
picks it up. Many modeis, electric 
or gas. Also 36” and 24” high 
speed POWER SWEEPERS for 
dust, litter, debris. 


AN EASY ONE MAN JOB WITH THE 


TENNANT 


INDUSTRIAL FLOOR MACHINE 


Pulverizing and shearing thick 
hard grime from floors at the 
amazing rate of 8 to 20 Ibs. per | 
minute, the Tennant Industrial 
Floor Machine makes a fast, easy 
job of-any floor-cleaning assign- 
ment, no matter how tough! 

Removes hardened t: ir, grease, 
dried paint, cement splashes and 
similar material like magic. 


Guaranteed to do the job! 


STILL PULLING IN ’54... after 
eight years of use! 

The original plate has been revised 
only in a minor detail or two, such 
as adding a photo of a Tennant power 
sweeper at the lower right and revis- 
ing the caption slightly. In contrast 
to the eight inquiries it pulled in 
1946, it has occasionally pulled 12 or 
14 inquiries per insertion since—and 
from the same magazines. 

Tennant runs no. advertisement 
oftener than every four to 10 months. 
Twenty-two industrial business papers 
serving heavy industry, textiles, bak- 
eries, roofing, public works and en- 
gineering are used. Major programs 
are on a nine-time basis per year, 
using chiefly 2-3 pages. 


REVO-tool pulverizes 
and removes thick in- 
crusted grime. Pro- 
vides over half million 
impacts per min. 


The company is one of the world’s 
leading producers of floor mainten- 
ance machinery for industrial plants. 
It was founded in 1870. It first manu- 
factured wooden evetreughs and 
downspouts, then hard wood floorings, 
then mill crates and wooden silos. 
Today its maintenance machinery-—— 
in addition to its primary application 
in factories—is used on highways, in 
subways, at airports and aboard ships. 
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FEATURES 

@ REQUIRES ONLY 1 MAN 
@ PICKS UF SOILAGE o: it 
goes. Eliminates extra sweep- 
ing. 

@ SMOOTHS AND LEVELS 
surface while cleaning. Leaves 
floor harc!, dry, ready for 
traffic. 

@ ELIMINATES CHEMICALS 
or need for soap and water 
@ NO INTERFERENCE with 
normal plont operations. 


Get full detai.s about the 
results you can get with 
Tennant Floor 
-or Tennant Power 
Sweepers. 


achin's : 
Tennant 24” Power Sweeper 


for'tost sweeping in busy plants. 


G. H. TENNANT CO. 


2556 N. 2ND ST. + MINNEAPOLIS 11, MINN. 


NEWEST ONE-DISH DINNER 


"= Dutch Pantry Pie 


A complete meat-hearty meal for 6 people! 
Made with these 4 famous products from your pantry shelf 


Recipe by Betty Crocker of General Mills 
EASY STIR-N-ROLL PASTRY Peel off wp paper. If dough tears, mend 


(For 9” two-crust pie) without moistening. Lift paper and 
pastry by top corners. Place paper-side-up 
2 cups sifted GOLD MEDAL in 9” pie pan. Peel off paper. Fit pastry 
“Kitchen-tested” Enriched into pan. Roll out top crust same way. 
pe Flour “If you use GOLD MEDAL Self-Rising 
1 teaspoons salt Flour, omit salt in pastry. 
Va cup WESSON OIL 
2 tablespoons undiluted 
CARNATION Evaporated Milk 
2 tablespoons water 


The cook buys a meal Mix flour and salt. Measure oil, milk 


and water in same cup (but don't stir). 
Pour all at once into flour; stir until 


...80 General Mills brings Gold Medal mixed. Press into smooth ball. Cut in 
2 a halves; flatten slightly. Place one half 

flour together with Wesson Oil, Spam, between 2 sheets of waxed paper, 12° 
and Carnation milk. square. Roll out gently to edges of paper 
(Dampen table top to prevent slipping.) 


Significance: It may be easier to plan 
a campaign around your product alone, 
but hundreds of firms in the past three 
years have proved it’s highly profit- 
able to team up with producers of re- 
lated items. 


Easier measuring — quicker to mix Neat! No floured board needed 

1. Pour oll, milk ond woter into 2. Form ‘4 of pastry into flottened 3. Place in 9” pie pan poper- 
one cup (but don't stir). Pour all at boll; rolt out gently between two side-up. Gently peel off poper; 
once into flour. No fussy blending 12” squares of waxed poper. fit pastry to pon. Trim excess 
— just stir cround edge. 


Only Strong Merchandising Firms Need 


General Mills told its home economists: Devise a recipe An idea for a new one-dish dinner 
that utilizes four main ingredients 


incorporating ingredients made by concerns who knowhow __was the starting point of one of the 
‘ i largest jointly-sponsored merchandis- 
to promote a product. This set the stage for four big names _ ing and advertising promotions in the 
* te . . food industry. 
to launch this joint promotion. Could you have qualified? | EOL ETO yp, tee 
Mills, Inc., (Gold Medal flour) ; 
Carnation Co.; George A. Hormel 
Co. (Spam); Wesson Oil & Snow- 
BY EDWARD E. SCHAEFER drift Co. 
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- Dutch Pantry Pie: - - 


Meat-Hearty Filling With 
. Creamy Smooth Sauce! 


4 slices American cheese 
(Ye tb.), cubed 

1 cup undiluted CARNATION 
Evaporated Milk 

2 cups chopped cooked potatoes 

Ya cup chopped green onions and 
tops (or use dry onion) 

2 tablespoons chopped green 
pepper or pimiento, if desired 

Ya to Ya teaspoon salt 

Va teaspoon pepper 

1 con SPAM, cubed 


Heat oven to 425° F. (hot). Melt cheese 
im CARNATION Evaporated Milk, stirring 
constantly. Mix with all remaining in- 


Heat together 1 can undiluted 
soup (mushroom, tomato, 
chicken or celery) and ' 
cup undiluted CARNATION 
Evaporated Milk 


gredients except sPAM. Spread in pastry- 
lined pan. (Pastry recipe on other side.) 
Top with cubed spam. Trim bottom 
crust, Place top crust over, gently peel 
off paper. Turn upper crust under lower 
crust and seal by pressing edges to- 
gether. Flute. Make 3 or 4 slashes near 
center. Bake 35-40 minutes. Serve hot, 
with CARNATION SAUCE. Makes 6 to 8 
SETUINES. 


ratio! 
a 


r~.% 


THIS NEW RECIPE WAS DEVELOPED WITH AMERICA’S NO. 1 PRODUCTS ~— 
GOLD MEDAL FLOUR, WESSON OlL, CARNATION EVAPORATED MILK, SPAM. 
USE THESE PRODUCTS FOR BEST SUCCESS. 


Apply for GM Tie-ins 


The end product: Dutch Pantry 
Pie. 

Pooling of the merchandising ef- 
forts by the four companies on a 
single product gives each company the 
advantage of a sales crew two and 
one-half times as large as General 
Mills’ normal grocery products staff. 

Backing up the salesmen is an ad- 
vertising campaign that will present 
a total of about 207 million advertis- 
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ing messages in all media. 

Because such a promotion needs a 
product with unusual appeal, the 
problem was turned over to the Gen- 
eral Mills home service kitchens. The 
instructions were to seek a dish which 
would combine products of one or 
more other companies having out- 
standing merchandising organizations 
and promotional histories. 

When the Dutch Pantry Pie was 


evolved the recipe was sent to a cross- 
section of homemakers around the 
country for testing. 

Then General Mills asked Carna- 
tion, Wesson and Hormel whether 
they would be interested in a joint 
promotion of the recipe. All consid- 
ered it a top subject, ideal for a 
cooperative sales push. 

The advertising people were called 
in—Dancer, Fitzgerald & Sample of 
New York for General Mills; Bat- 
ten, Barton, Durstine & Osborn of 
Minneapolis for Hormel; Fitzgerald 
Advertising agency of New Orleans 
for Wesson; Erwin, Wasey & Co. 
of Los Angeles for Carnation. 

While the advertising details were 
being worked out, the four sales or- 
ganizations were geared together. In 
cases of the larger outlets, sales rep- 
resentatives of two or more of the 
four companies joined forces. 

Biggest advertising splash was a 
four-page, four-color spread in the 
March 15 Life and the April Ladies’ 
Home Journal. General Mills used a 
four-color page in Better Homes & 
Gardens, This Week, and Sunset. 

Carnation used four-color adver- 
tisements in Good Housekeeping and 
Ebony and assorted other combina- 
tions in Everywoman’s, Family Cir- 
cle, Woman’s Day, True Story, 
Modern Romance, Farm Journal, 
Grit and Tan. 

Hormel scheduled the back cover 
of Time, had other advertising in 
Better Homes & Gardens, McCall's, 
American Weekly and Parade. 

Wesson used a four-color page in 
Better Homes & Gardens and Sunset 
and other advertisements in Better 
Living, Everywoman’s, Family Cir- 
cle, Woman's Day and Western 
Family. 

All the companies pushed the pro- 
motion on their television and radio 
programs, including Burns & Allen, 
Time for Betty Crocker, Stars Over 
Hollywood, the Carnation Theater; 
also in Mexican and spot schedules 
and local programs. 

General Mills estimated that with 
an individual major campaign it 
would have made about 39 million 
printed advertising impressions, and 
that the joint promotion provided ap- 
proximately 97 million impressions. 

While returns from the current 
campaign are just beginning to come 
in, its success was guaranteed from 
the start by the reception the plan 
received from the chain stores, super 
markets and large advertising groups, 
right down to the smaller retail out- 
let. Retailers no longer question the 
punch of joint promotions: They have 
choice spots ready for the store dis- 
plays. The End 
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Margarine: 


What's Up? 


With legal red tape less of a sales 
obstacle, industry leaders gear for a 
brand battle that promises to be hotter 
than a corn fritter. Here's what's hap- 
pening to this "Cinderella" product... 


BY ETNA M. KELLEY 


The overall picture is good, but 
there are disquieting overtones. 

Recent blow: Government reduced 
price supports on butter from 90% to 
75% of parity. This means that re- 
tail butter prices may drop—to as 
much as 8c per pound, reducing the 
50c price spread between butter and 
margarine. Moreover, there is a 
chance that some of our huge stock- 
pile of surplus butter may soon drib- 
ble down to the consumer market, 
weakening margarine’s competitive 
hold. 

The brighter aspects: 1953 was the 
second year in which production and 
sales of margarine topped those of but- 
ter... . Margarine production is now 
four times what it was in 1940, while 
per capita consumption has risen from 
2.4 pounds to 8.2 pounds; the indus- 
try expects the figure to rise to 15 
pounds by 1975. ... In 1953 four 
states (lowa, Montana, South Da- 
kota and Vermont) lifted the ban 
against factory-colored margarine, 
leaving only the ‘“‘milk-pail’” states of 
Minnesota and Wisconsin with such 
restrictions; and it seems doubtful 
that they will be able to resist the 
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DEALER ENTHUSIASM, pumped up by recent heavy con- 
sumer advertising on part of margarine producers, is helping 
the industry attract point-of-purchase attention. This mass 
display sold 2,700 pounds of Nucoa in only three days. 


pressure of public 
longer. 

On the debit side: The nation’s 
growing preoccupation with diets, ad- 
versely affecting the consumption of 
table fats... . The threat of butter 
substitutes made entirely of dairy 
products, at a price considerably 
lower than that of butter (though 
higher than that of margarine)*. . . 
Keen competition among margarine 
manufacturers. 

Despite jubilation over lifting of 
restrictions against yellow margarine 
(26 states capitulated since 1939), 
and the abolition of certain excise 
taxes, license fees, etc., there are 
enough regulations in force to cause 
irritation to manufacturers. High 
among nuisance requirements are 
regional rules that the word “oleo- 
margarine” be printed in letters of 
given size and color, in certain posi- 
tions, on cartons. That national dis- 
tribution has been attained by a num- 
ber of manufacturers in the face of 
these restrictions is a tribute to the 


opinion much 


*At least one such product was promised 
recently in large-space advertising in The 
Saturday Evening Post. 


wide consumer appeal of the product. 

The rise of margarine in the last 
decade is a Cinderella story. War- 
born shortages of table fats helped 
win housewives to the side of the in- 
dustry in its struggle against the dairy 
interests’ organized opposition. As 
cottonseed and soybean oils came to be 
used more extensively in the produc- 
tion of margarine, the opposition of 
the dairy industry lost much of its 
force. Another step is the growing 
custom of adding skim milk products 
to margarine during processing. 

The industry deserves its success. 
It has improved the product in a 
number of ways. Most manufactur- 
ers now add 15,000 units of Vitamin 
A to each pound of margarine; some 
also add Vitamin D so that, nutri- 
tionally, the product ranks high. 
There have been improvements in 
flavor, spreadability, cooking quality. 

Packaging has improved, both in 
appearance and functionally. There 
is emphasis on protection, reducing 
to a mimimum the chance that mar- 
garine may absorb odors of other 
foods with which it may be stored. 
A growing number of makers now 
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put the quarter-pound sticks in indi- 
vidual foil wraps; some use die-cut 
windows in the outer cartons to re- 
veal the inner foil. Lever Brothers 
uses an outer foil wrap as well as 
the inner ones for its Good Luck 
brand, and is making this a major 
advertising theme. The industry is 
tending toward standardization on 
the “Eastern Flat” outer carton, ap- 
proximately five inches square, with 
the four foil-wrapped sticks inside. 
But there are strong regional pat- 
terns, and some of the largest com- 
panies still offer the more compact 
“two-story” pound cartons in western 
areas, the half-pound “country roll,” 
and other regional variations. There 
is evidence that designers have rec- 
ommended, “Put ‘sell’ into every 
inch of the package.” As a result, we 
the product in use, recipes, measuring 
find on the cartons illustrations of 
instructions, as well as premium 
offers. Some of the manufacturers go 
so far as to use the inside of the car- 
ton for such purposes. Both magazine 
and newspaper advertising is likely to 
show the package prominently in il- 
lustrations. 
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SMART PROMOTION, hinging on mar- 
garine tie-ins with companion grocery 
products, is one of the industry’s major 


objectives. 


A recent margarine tie-in 


with “Yam What Am” (left) pulled 41 
stores into regional promotion. 


BRIGHT PACKAGING — double alumi- 
num foil and other protective and con- 
venience innovations — is now stressed 


in consumer ads. 


Struggle for brand 


supremancy is keen, resulting in flock 
of inducements to buy — cash coupons, 
premiums, contests. 


Premiums are widely used as mer- 
chandising tools in the struggle for 
brand supremacy. Hosiery is popular 
now, with Lever Brothers making 
news through its ‘‘Pair and a Spare” 
offer. Kraft Foods Co. is currently 
offering John Powers nylon hosiery 
as a Parkay premium, while Armour 
is offering three pairs of nylons for 
$2, plus three box flaps from Clover- 
bloom “99” margarine. Cutlery is 
also favored as a premium, typical 
examples being Cudahy Packing 
Company’s offer of a spatula and a 
chef’s knife, for cash plus box seals, 
and the Swift Allsweet silverware 
premium offer. In some _ instances, 
notably that of Swift’s Allsweet, the 
premium offer is featured on the 
packages. 

In addition to premiums, cash cou- 
pons (usually 10c toward the pur- 
chase of a pound of margarine) are 
offered. Both premium and coupon 
offers are often featured by leading 
manufacturers, in mewspaper adver- 
tising, sometimes in space up to full 
pages. 

Collective action through the Na- 
tional Association of Margarine 


Manufacturers is largely responsible 
for the industry’s progress in whit- 
tling away the hundreds of legal ob- 
stacles that formerly hampered the 
sale of margarine. The association 
has publicized the increased use of 
vegetable oils in the product, offset- 
ting some of the dairy industry’s op- 
position. It furnishes to women’s 
page editors and to home economists 
information on uses for margarine, 
the role of fats in nutrition (to com- 
bat over-emphasis on reducing), etc. 
Recipes for Quantity Cooking and 
similar aids have been distributed to 
the institutional field. 

But the aggressive merchandising 
programs of individual manufactur- 
ers have also done much to win con- 
sumer acceptance for margarine in 
recent years. Competition with other 
table fats and among manufacturers 
—one against the other—has snow- 
balled into a free-for-all brand battle. 
What has been done, and is being 
done, by some of the _ industry’s 
leaders? 

The Best Foods, Inc., has mar- 
keted the Nucoa brand of margarine 
since 1916. The first domestic oil 


43 


HIRING 
SALESMEN? 


Write for a free sample 
of our specialized 
application blank 


In evaluating applicants 
for sales jobs, your com- 
pany needs detailed in- 
formation on the educa- 
tion, background, sales 
experience and individ- 
ual characteristics of 
each prospective em- 
ployee. 


To fill this need, SALES 
MANAGEMENT has 
prepared specialized 
“application for employ- 
ment” blanks developed 
from a consensus of 


opinion among experts 
on hiring salesmen. 


These detailed four- 
page forms will give you 
all the basic information 
you need on each appli- 
cant. They have been 
approved by legal ex- 
perts as conforming to 
the New York State 
anti-discrimination law, 
regarded as the strictest 
of any state in the na- 
tion. 


A free sample of this 
“application for employ- 
ment” blank will be pro- 
vided, with a price list, 
on request. Write— 


SALES MANAGEMENT 
386 Fourth Ave., 
New York 16, N. Y. 


| margarine to be nationally distrib- 


uted, it has been aggressively pro- 
moted for more than 20 years. The 
company sells it through its own sales 
force and wholesale distributors. 

Nucoa was the first margarine to 
be nationally advertised, the first to 
use color in leading magazines, and 
the first to take space in teen-agers’ 
magazines. Women’s publications, the 
chain store books, newspapers, and 
newspaper supplements are used. In 
newspapers, up to full pages are 
scheduled. Spot radio and television 
are also used. Dancer-Fitzgerald- 
Sample, Inc., is the newly appointed 
agency. 


Package Design Localized 


Last year’s advertising theme was 
nutrition: “food value in every in- 
gredient,” which has special meaning, 
since even the coloring used, Caro- 
tene, is of vegetable origin. This 
year’s copy emphasizes the “three 
senses” appeal: “Looks . . . Smells 
... Tastes Good,” with color illus- 
trations of the product served with 
various dishes, such as hamburgers, 
baked squash, corn fritters, etc. A 
recurring motif, also currently used, 
is a cartoon-type color drawing. of a 
pretty blonde woman, shown in grad- 
uated sizes, to provide interesting 
perspective. 

The company adapts its packages 
to local custom, using the Eastern 
Flat in the East and the more com- 
pact variety for the West, with foil 
wrapped quarters inside the carton. 
The package colors are yellow, blue 
and red, with white. There are 
recipes on the back; a recent one, No. 
18 in a new series, gives directions 
for making cheese pastry turnovers. 
The recipes appear on 3” x 5” areas, 
outlined for easy clipping for the 
housewife’s card file. 

Other “firsts” claimed for Nucoa 
include: First margarine to be triple- 
wrapped ... to add Vitamin A... 
to make the Vitamin A content 15,- 
000 units per pound. 

The usual dealer helps are offered, 
with emphasis on tie-ins with related 
merchandise. For example, posters 
show the product with bread, yams, 
and with vegetables prepared in the 
waterless cooking manner. Such dis- 
plays are understandably popular with 
dealers. 

A newcomer to the margarine 
field, Lever Brothers Co. has been 
more adventuresome and has used 
more imaginative techniques in pro- 
moting its Good Luck brand than 
most of the other leaders of the in- 
dustry. Since acquiring the brand 


from John F. Jelke Co. in 1948, the 


company has pushed it up to the near- 
top position throughout the country, 
except in the Far West and certain 
parts of the South—and it will have 
distribution in those areas within the 
next year or so. 

Improvement in the product is one 
of the sales points emphasized in the 
merchandising of Good Luck. The 
company claims that it uses a patented 
process which permits quick release of 
flavor, uniformity and smoothness. 

Another Lever innovation is the 
double aluminum foil wrap (for 
quarter-pound sticks as well as the 
outer carton). Its use depended on 
the development of a lasting heat seal, 
achieved only after more than a year 
of work with Reynolds Metals Co. 
(The seal had to be impervious to 
cold and moisture as well as to heat 
—a difficult combination.) This 
necessitated the introduction of spe- 
cial packaging machinery. Before the 
package was finally adopted there 
were numerous tests, first to deter- 
mine the consumer preference for 
foil, and later the special advantages 
of the package—its resistance to stor- 
age and transit hazards, the protec- 
tion afforded against various tempera- 
ture ranges, air and other food flav- 
ors. One test consisted of storing 
margarine in the new pack with 
strong cheese and onions, for a period 
of eight weeks. 


Wrap Becomes Ad Theme 


Because of this extensive testing, 
the company has been able to use the 
new package as a springboard for its 
promotional program. Dealers have 
cooperated by using foil signs and 
otherwise dramatizing the new wrap. 
Packaging has been used as a con- 
sumer advertising theme. For exam- 
ple, a recent 74-page newspaper ad- 
vertisement featured the double-wrap 
carton both in the illustration and 
text. The former showed the package 
in a larger-than-life photograph, on a 
breakfast table, with muffins, an egg 
cup and fresh strawberries. Copy 
stressed the value of the package in 
preserving freshness and flavor, a 
smaller illustration tying in with 
reference to the eight-week “stored 
with cheese and onions” test. 

Since it does not yet have national 
distribution, Good Luck is not ad- 
vertised in national magazines. Large- 
space newspaper copy is used, how- 
ever. An off-beat example was the 
use of a conversation-piece, 90% 
copy-106% illustration. advertisement 
which appeared first as a full-page 
New Yorker insertion. An account of 
a family dianer at which Good Luck 
was served in little French crocks 
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what's all this stuff about 


‘<< 


we 
bis clic. 3 ‘ aed F 
Come clean, Uncle Schuyler, isn’t What? You mean lots of people 
that just a slick sales approach who specify and buy industrial 
that some industrial marketers products really have trouble lo- 
use to disarm buyers? cating the right suppliers? 


' 


' 
u 


Don’t tell me you’ve master- Now let’s see if I’ve got this 

minded a way to turn the buyer’s straight. First you make sure that seek out those of your prospects 

problem into a sales advantage. adequate product information is who have a need right now... 

All right, let’s have it... anchored in every worthwhile and direct them to that product 
prospect’s office... information... 


...then you use advertising to 


I get it! The pay-off is that salesmen get 
to spend more time with folks who have 
already taken one step toward selecting a 
possible supplier. So they have more 
chances to sell by helping interested 
prospects buy. Why, that’s real simple... 
like taking candy from a baby! 


NOTE: The mode! is the No. 2 child of Bill Brown, 
Production Manager The Schuyler Hopper Co. 
‘ 


The Schuyler Hopper Company 
12 East 41st Street, New York 17, New York * LExington 2-3135 
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MEETING A NEW PRODUCT 


MORE THAN HALF-WAY 


When advertising is intelligently prepared, it needs only the 
proper medium for complete success. Fonadek’s experience 
with The Wall Street Journal is not unusual among those 
who use The National Business Daily for sales messages. 
Wall Street Journal readers are men who keep getting ahead 
in business — chiefly because their businesses keep getting 
ahead. To do that, their businesses need the new products 
and new services they learn about through Journal adver- 
tisements. 


CIRCULATION: 258,448 (ABC, 6-mths. average, Sept. 30, 1953) 
THE WALL STREET JOURNAL 


with antique mold imprints, the copy 
set forth the advantages of the prod- 
uct as seen through the eyes of a dis- 
criminating woman. This proved so 
popular that it was eventually used 
in 300 daily newspapers, in 18 Sun- 
day supplements, and chain books. 

Good Luck is also advertised on 
TV programs, both the spot type and 
those which are Lever properties, such 
as “Big Town” and the Linkletter 
“House Party” programs. (Hewitt 
Ogilvy, Benson & Mather is the 
agency. ) 

Still another Lever innovation was 
the “pair and a spare” stocking (Can- 
non nylons) premium offer, in return 
for one dollar plus a box top. The 
novelty of the idea attracted wide 
attention. The offer has now been 
extended to all 15 Lever products. 


Lever Finds 'Em Slim 


Nutrition-conscious, Lever refers in 
its advertising to the Vitamin A in 
Good Luck; and sponsored a Teen- 
Age Nutrition Study at Pennsylvania 
State College. Among the findings of 
the study was the fact that many 
teen-agers are under-nourished, partly 
because of self-imposed slimming di- 
ets; that 18.5% of the girls and 
19.5% of the boys among 2,500 
young people studied were under- 
weight; and almost one-half showed 
skin defects related to poor nutrition. 

Blue Bonnet has been a product of 
Standard Brands Inc. since 1943. Ag- 
gressively merchandised, this marga- 
rine has national distribution through 
the usual grocery channels and truck 
distributors. 

Continuity of theme characterizes 
the advertising of the product, an 
illustration of “Blue Bonnet Sue’’ be- 
ing used consistently on package and 
media copy. The company is now be- 
ginning a third season of using an 
adaptation of the theme in newspaper 
and magazine advertising: testimon- 
ials from prominent women or the 
wives of men in the public eye, with 
photographs showing them wearing 
the familiar Blue Bonnet headgear. 
Among women thus featured have 
been Mrs. Dennis Day, Mrs. Tommy 
Dorsey and Amy Vanderbilt. 

For special drives, hard-selling 
copy in space ranging from 400 lines 
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PR ACTICAL | Says a Seattle sales manager (name on request): 


BUILDER \ “Results from our advertising in 

elites 2 Practical Builder have been consistent and 
gratifying. Each advertisement has produced 
numerous inquiries from architects, builders 
and dealers... convincing proof that PB does 
an outstanding job of reaching the right people. 
Rest assured that Practical Builder will 
play an important part in our advertising 


program in the year ahead!” 


It’s as simple as a sentence from McGuffey’s Reader: 
Today’s Builder is in the business of producing the best house at the lowest price. “2 
whether he’s a small operator building 5 houses or a big one building 500. 
“Merchant builders”, “merchandising”, “salesmanship” are over-all words that 
do not take the place of “overalls.” Let’s face it: to the man who builds homes, 
“merchandising” begins on the drawing board and continues through the 


construction job. So what counts in the finals is building know-how. 


And that is precisely what Practical | builder delivers to the men who are 
really building things in America. That’s why advertisers who know the 


real thing when they see it agree} “When you’re in PB, you're in!” 


... Of the light 
construction industry 


© INDUSTRIAL PUBLICATIONS, INC., CHICAGO 3 


Service 
as you like it 
for business and fun 


vores “Mayfair 
Cfleennox ST. LOUIS 


IN FOOD SALES 


Among the Eleven 
Standard Metropolitan Areas 
of lowa-lllinois 


60% OF ALL FOOD SALES 
ARE ON THE ILLINOIS SIDE 


Ze ROCK ISLAND 7egun 
The MOLINE Diseated 
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to full pages is used in newspapers. 
Copy stresses “Flavor! Nutrition! 
Economy!” and shows the product in 
use. The package is shown promi- 
nently in the advertisements. Some- 
times a coupon is included, for the 
shopper to clip and present to her 
grocer as an allowance of 10c against 
the purchase price of a pound of Blue 
Bonnet margarine. 

The company adapts its packages 
to regional preferences, using - the 
“Eastern Flat’ in eastern markets; 
the more bulky version with shorter, 
thicker quarters in the Midwest; and 
a special carton with the squeeze bag 
in it for the dairy states, Minnesota 
and Wisconsin, where consumers 
must still color their own margarine. 
The company claims several “firsts” 
for its packages: that it was the first 
to put the quarters in foil wraps 
(May, 1949); the first to use cut- 
out windows to reveal the inner foil 
wraps (also 1949); and the first to 
put recipes on the cartons (1950). 


Bikes for Tykes 


Unlike many margarine manufac- 
turers, Standard Brands does not use 
premiums for this product. It makes 
a strong bid for the juvenile market, 
especially through its advertising on 
the Howdy Doody television pro- 
gram. One such campaign has cen- 
tered around a coloring contest for 
children, with the requirement that 
entries be accompanied by 25-word 
statements from mothers. There were 
150 bicycles for first prizes, and 1,600 
lesser prizes. An interesting feature 
is that salesmen could also partici- 
pate, and win bicycles for themselves 
or their own children. Ted Bates & 
Co., New York, is the advertising 
agency. 

Swift & Co. entered the margarine 
field in 1895, with Swift’s ‘Premium 
Oleomargarine. As may be deduced 
from the name of the firm’s present 
brand, Allsweet Margarine, empha- 
sis is now on flavor, the long-time 
“delicate natural flavor” theme now 
being supplemented by the “new in- 
stant” slogan. Current advertising 
copy features the fact that a change 
in the emulsifying process produces 
“3-dimensional flavor crystals which 
release the margarine flavor the in- 
stant it touches the tongue.” 

Nationally distributed Allsweet is 
backed by an extensive campaign in 
women’s magazines, newspapers and 
newspaper supplements, radio (Don 
McNeill’s Breakfast Club, ABC) 
and television (Garry Moore’s after- 
noon network show, CBS). 

Magazine copy is colorful and ap- 
pealing to the appetite. A typical 


fuli-page insertion in M/cCall’s shows 
the opened package; a blue china 
plate with a sliced pecan muffin and 
two pats of margarine, and a section 
of a cup and saucer, with black coffee 
in the cup. The text ties in with the 
headline, ‘New Instant Flavor.” 

For the past 18 mouths Swift has 
offered to consumers a choice of two 
patterns of Oneida Sterling Silver- 
ware, available at half-price with cer- 
tificates from Allsweet cartons. The 
company claims this was the first use 
of sterling silver in a margarine mer- 
chandising campaign. 

The Allsweet package is the East- 
ern Flat variety, recently redesigned 
in canary yellow and royal blue, with 
“New Instant Flavor” appearing 
prominently on the face of the carton. 
The back of the carton shows sketches 
of the Oneida Sterling Silver which 
can be bought at half-price with the 
Allsweet certificates. The quarter- 
pound sticks inside the carton are foil- 
wrapped, with the Allsweet name let- 
ter on each, in royal blue. The quar- 
ter wraps, as well as the outer carton, 
carry the familiar Swift’s “seal of 
quality.” 

The Durkee Famous Foods Di- 
vision of The Glidden Co., Cleve- 
land, in the margarine business about 
25 years, has four manufacturing 
plants, located at Norwalk, O.; Chi- 
cago, Ill.; Berkeley, Cal.; and 
Macon, Ga. The company also has 
its own vegetable oil refineries. 

Distribution, which is national, 
takes two chief forms: direct sale to 
chains and coverage of the retail trade 
by trucks on a store-door delivery 
basis. 


Wide Use of Media 


National media used include Life 
and the chain store publications. Both 
network and radio and _ television 
spots are used. Newspaper space, 
ranging up to five columns x 200 
lines, is used during special drives. 
In recent years, magazine copy has 
been illustrated with color reproduc- 
tions of foods served with margarine 
(baked potatoes, corn on the cob, 
etc.), shown appetizingly; or foods 
in which margarine is an ingredient, 
(fudge, coconut cake). Leo Burnett 
Co., Inc., is the agency. 

Durkee does not use premiums, but 
is now considering certain self-liqui- 
dating items which may serve that 
purpose. The company occasionally 
uses newspaper coupons worth 10 
cents toward the purchase of a pound 
of margarine. 

Like most others in the field, the 
firm uses the Eastern Flat package, 
with four individual quarter-pound 
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182,000 DETROITERS—77,000 more than last year’s 
record—paid $1.20 each to attend The Detroit News Annual 
Travel and Sports Show . . . a 9-day spectacle featuring 
over 125 travel and sports exhibits. 


NOTHING could be more expressive of Detroiters’ 
avid interest in travel and outdoors . . . and their financial 
ability to indulge in these pleasures. 


DMB... Detroit Means Business... railroad business, 
airline business, vacation and resort business, boat and 
sporting goods business. And business means The Detroit 
News! Proof of The News sales-producing ability is that 
it carries nearly TWICE AS MUCH LINAGE as either 
of the other two Detroit newspapers. 


The Detroit News 


THE HOME NEWSPAPER 


Weekday Circulation 443,791—Sunday Circulation 544,622 ABC 9/30/53 
Largest of All Michigan Newspapers 


Eastern Office: 110 £. 42nd St., New York 17 *« Miami Beach, Florida: The Leonard Co., 311 Lincein Road 
Chicago Office: 435 N. Michigan Ave., Tribune Tower, Chicago, tll. +* Pacific Coast: 785 Market Street, San Francisco, Calif. 
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All business is specialized 


...and nothing specializes 
on your business like your 
business paper 


This profit-wise peddler looks for 
the wettest crowds. His business is 
specialized. Like yours. 

And like your business, this bus- 
iness paper of yours specializes, too. 
It packs into one place the current 
facts you want. It scouts out, sorts 
out, reports and interprets the specific 
news and information you need to 
keep posted and keep ahead in your 
field. Cover to cover, editorials and 
ads, it concentrates on bringing you 
specialized help youcan’t get anywhere 
else. Read it thoroughly . . . and put 
it to work. 


This business paper in your 
hand has a plus for you, 
because it’s a member of 
the Associated Business 
Publications. It's a paid cir- 
culation paper that must 
earn its readership by its 
quality . . . And it’s one of 
a leadership group of busi- 
ness papers that work to- 
gether to add new values, 
new usefulness, new ways 
to make the time you give 
to your business paper still 
more profitable time. 


Coming... 


Six Ways 
To Get a Woman 
To Say "Yes" 


In Sales Management 
May 20 
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One of a series of ads prepared by *@ 
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sticks enclosed in a paraffined carton. 
No matter what the overall theme of 
the individual advertisement may be, 
the package is always shown promi- 
nently. 

Armour & Co. has been in the field 
since 1880. The firm’s Cloverbloom 
“99” brand of patented churned mar- 
garine has national distribution and 
is aggressively promoted, with em- 
phasis on the “fresh-churned taste.” 
Media used include newspapers, Sun- 
day comic sections, television, radio 
and outdoor signs. ‘Two types of 
packages are used, the “Eastern Flat” 
and the half-pound “country roll.” 
The quarters in the Eastern Flat car- 
ton are foil-wrapped, and are visible 
through a circular window. The out- 
er carton is blue, yellow and reddish 
brown. 

Premiums are used, a recent offer 


consisting of three pairs of hose (reg- 
ular value, $1.50 a pair) for $2, plus 
the end flaps from three one-pound 
packages of Cloverbloom “99.” One 
pair can be had for 75c plus the end 
flap. 

Wilson & Co., Inc. in the mar- 
garine field over 40 years, has three 
brands, Certified, Savory and Golden. 
The top brand, Certified, is exten- 
sively promoted. Distribution is 
through branch houses and jobbers. 

Newspaper advertising is used in 
support of the Certified brand. That, 
as well as the Savory brand, is pro- 
moted through premiums. The com- 
pany uses a wide range, chiefly in the 
household appliance category, and 
such items as bicycles and hosiery. 
Packaging is the ‘Eastern Flat” type, 
with four quarters in an outer carton. 

The End 


How to Shake Hands Profitably 


By Glenn A. Hutt 
Vice-President, Ferro Corp. 


We know that products, services and ideas brought to us by visiting salesmen 
are designed to help us do a better job. When salesmen call on us, therefore, 
we help them make their relationship with us pleasant, profitable. Here's what 
we do: 


1. We offer the salesman a pamphlet, one that gives him a smattering of 
Ferro history, assures that any suggestions will be sincerely welcomed. We also 
list all Ferro officers and their staff in case the salesman has difficulty matching 
names and titles and faces. We include the names of secretaries, receptionists, 
and even the chief of guards—on the hunch that guards have as much contact 
with salesmen as anyone else. 


2. Cleveland, our headquarters, is a large and not-so-simple city, so we provide 
our visitors with a map showing the main streets, locations of major hotels, 
airports and, naturally, each of the places where the plant and its divisions are 
located. 


3. We list our domestic plants and divisions, explaining exactly what they 
produce, whether frits or glazes, colorants, kilns or porcelain-enamel furnaces. 
We also list our domestic subsidiaries, which produce anything from electric 
heating units to powdered-metal parts. We list our foreign subsidiaries and 
affiliates in six continents. 


4. We've set up a telephone booth in the lobby for salesmen to make both 
inside and outside calls. 


5. The reception room table has rail, air and bus schedules. Memo pads. And 
sharp pencils at all times. 


6. Our receptionist has detailed information at her fingertips to help in 
arranging accommodations or suggesting good hotels, restaurants, transporta- 
tion, etc. 


7. We point out where the dispensary is and offer its service to salesmen. 
8. We invite salesmen to lunch with us at our cafeteria. This is a standing 
invitation and not limited to personal suggestions. 


9. If a salesman wants a cab, all he need do is tell the operator about what 
time he'll be ready. In bad weather, we even point out what delays he's apt to 


face. 


10. We indicate where salesmen can find washrooms without having to wander 
about asking people. 
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There are three steps 
in an appliance sale 


Six feet. Three steps. One sale. Distributor, Distributor 
Salesman, and Retail Dealer. It takes all three to move 
the goods. Get them all in step, and your sales go 
marching along. 


Every one of these men is on the lookout for new 
sales ideas. They are always alert for a new promotion. 
That’s why they keep their eyes on Electrical Dealer. 


This is the magazine they read. This is the magazine 
they turn to for real help with their sales problems. 


Distributors use Electrical Dealer to keynote sales 
meetings. Distributor salesmen, watch it for sales-mak- 


SALES OFFICES: 
CHICAGO 11, ILL. 
22 E. Huron Street 
Whitehall 4-0868 
Walter J. Stevens 
Orrin A. Eames 
Lou Porterfield 


PRospect 1-0505 
John E. MacArthur 


ELECTRICAL DEALER 


THE APPLIANCE-RADIO-TV SALESMAGAZINE 


CLEVELAND 15, OHIO 
1836 Euclid Avenue 


ing promotions they can use with their dealers. It is 
the only appliance, radio, TV magazine that provides 
a section edited exclusively for distributor salesmen. 


Dealers read Electrical Dealer for tried and proved 
retail sales ideas — for window displays — for better 
methods that will make their business more profitable. 


These men are setting a brisk pace for more sales 
right now. To get them in step with your product, put 
your sales story in Electrical Dealer, the one magazine 
that covers all three steps in an appliance, radio, 
TV sale. 
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Are You About to Make These 
Mistakes in Hiring “Reps’? 


If you can't answer "yes" to eight key questions, you may 
be kidding yourself and losing sales at a time when you can 
least afford to do so. But if you can use manufacturers’ 
"reps here ace five suggestions for securing full benefits. 


BY MARVIN LEFFLER 


Old salesmen don’t fade away—at 
least not without creating a problem. 
When they retire, get promoted to 
executive positions, lose their pep, it 
brings about a dip in volume and a 
headache for the sales manager. 

To plug gaps as quickly as they 
arise, scores of sales managers are 
turning to manufacturers’ representa- 
tives. With some sales managers this 
is an emergency measure, but others 
expect to make the change in the 
structure of their sales organizations 
a permanent change. 

As a representative, I applaud this 
trend. I appreciate the decision of so 
many sales managers that representa- 
tives can offer a quick solution to the 
problem of replacing an aging sales 
force. It is important to recognize, 
however, that all manufacturers can 
not use representatives. Nor will 
those who can and do use representa- 
tives benefit unless they set up a com- 
prehensive program. 

If your sales force is growing old 
there are three paths open to you: 

1. You can recruit, select and train 
young men to work for you on a full- 
time basis. This would merely be a 
continuation of your present policy 
of using company salesmen. 

2. You may have to move so 
quickly that you lack the time to hire 
and train your own men. As an 
emergency measure, you will wish to 
use representatives or agents if they 
can possibly fit in. 

3. You can use this opportunity to 
convert permanently to representative 
distribution. 

There is no scientific method for 
determining whether you can employ 
manufacturers’ representatives. As a 
rule, if you can answer affirmatively 
to one or more of the following ques- 
tions you should be able to use agents 
successfully : 

1. Are Your Products Seasonal? 
In selling seasonal products through 
salaried salesmen you must maintain 
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fixed overhead all year regardless of 
sales volume achieved or face annual 
turnover of salesmen. If these prod- 
ucts are sold through agents sales 
cost will remain constant; they will 
never exceed a set proportion of gross 
volume. 

2. Is Your Company Unknown? 
One of the primary advantages of 
employing agents is that agents are 
established with the purchasing men. 
While carrying several related lines, 
agents have had countless opportuni- 
ties to win the confidence, and sell 
most of the buyers in their territories. 
Some salaried salesmen have a simi- 
larly close relationship with purchas- 
ing agents, but such experienced men 
must be lured from current employ- 
ers. Small and unknown manufactur- 
ers are scarcely in a position to inter- 
est men of this caliber with a better 
offer. 

3. Are Your Products of a Highly 
Technical Nature? Hiring unitiated, 
salaried salesmen to promote a com- 
plicated product necessitates long 
training and indoctrination. If you’re 
pressed for time in a competitive 
economy, you can’t afford to do this. 
Thus securing the services of agents 
who handle related products provides 
you with a short cut to successful 
distribution. 

4. Is Your Distribution National? 
The size of a manufacturer is not in 


itself a measure of whether repre- 
sentatives should be employed. While 
the small manufacturer has the most 
to gain from distribution through 
agents, the large manufacturer can 
also profit from their use. Several 
AAA-1 outfits handle each territory 
as a separate entity. Some areas, close 
to the home office, lend themselves 
to coverage by salaried salesmen, but 
other territories distant from the 
plant can best be handled by manu- 
facturers’ representatives. In outlying 
areas, there is a great deal of travel- 
ing between calls on customers; in 
this situation, and where potential 
sales volume is small, it is more eco- 
nomical to use agents. They can af- 
ford. to make frequent trips because 
the cumulative volume which they 
can secure with orders for several 
lines compensates them for the time. 

5. Is It Less Expensive? The most 
important motive for choosing repre- 
sentatives is their relative cost as com- 
pared with salaried salesmen. The es- 
tablished agent usually employs three 
or four salesmen to assist him in cov- 
ering a territory. Thus, at the cost 
of a single commission, you fall heir 
to a well-staffed and fully organized 
agency. To do an equal volume by 
your own efforts, you would have to 
employ at least as many men as the 
agent uses. You would have to pay 
a salary and provide expenses to each 
of the men you engaged. 

By representative distribution, your 
sales coverage is often more complete 
and your costs are stabilized so that 
you never assume overhead expenses 
which are not directly offset by sales. 
Unless the volume potential of your 
product and territory is so great that 
total commission paid to agents would 
be likely to exceed the cost of paying 
for company men, you should utilize 
the services of representatives. 


plumbing and heating supplies. 


About the Author 


Marvin Leffler is a manufacturer’s agent. He is executive vice- 
president, Continuous Sales Corp., Long Island City, N. Y., handling 
He also is the author of “How to 
Become a Successful Manufacturer’s Representative,” published by 
Prentice-Hall, Inc., 70 Fifth Ave., New York 11, N.Y. Price: $4.95. 
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“The purchasing function is one of the strongest 


links in our chain of operations.”’ 


K. C. TOWE, President, American Cyanamid Company 


More and more top companies have recognized that the Pur- 
chasing Agent’s contribution to efficient, profitable operation 
makes him a key management man. PURCHASING Magazine has 
served industry’s PAs since 1915. The unchallenged leader in its 
field, PURCHASING offers you the largest available coverage of 
industrial purchasing executives. 


PURCHASING 


205 East 42nd Street, New York 17, N. Y. 
The basic magazine on any industrial advertising schedule! 
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You sell your 


trademark when 
give ZIPPO 


New Zippo Barcroft.. . 
sumptuous gift for executives 


Get hard-hitting frequency of impression for your trademark! Have it 
engraved in full, rich color on the satin-smooth surface of a Zippo — 
as a business gift, or an incentive award for those in your firm. 


It means putting your mark of quality on a quality product! Zippos 
are so superbly built that they are actually guaranteed to work forever! 
Your customers will use them constantly indoors and out — on all busi- 
ness and social occasions. And the older a Zippo gets, the more its 
owner will cherish it! 


That means long, long mileage for your gift, at very modest in- 
vestment. Each time a Zippo flashes into flame — 20... 40... 60 times 
a day — your products and services will be remembered! Send the 
coupon now! 


ZIPPO MANUFACTURING COMPANY 
BRADFORD, PA. 


In Canada: Zippo Manufacturing Co. 
GUARANTEED Canada Ltd., Niagara Falls, Ont. 
TO WORK 
FOREVER Genuine Zippo Fluid and Flints 
make all lighters work better 


a Se eee 


ZIPPO MANUFACTURING CO. 
Dept. $-23, Bradford, Pa. 


Please give me full information about business gift Zippos — prices in large or small 
quantities, time of delivery, opportunity to use color, and the help your design depart- 
ment will give us in making a beautiful and distinctive gift. 
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6. Do You Have To Move Quickly? 
If you’re a typical sales manager re- 
sponsible for national distribution of 
a hard goods item you have 18 to 22 
marketing areas which you cover with 
40 to 60 salaried salesmen. To re- 
place them means recruiting, inter- 
viewing, testing and selecting from a 
group of applicants which might 
easily number in the hundreds. It is 
not uncommon to interview 12 to 25 
men to fill a sales vacancy. Will your 
competitors wait while you do this 
job leisurely ? Will you be doing your- 
self justice if you act too hastily? 
Representatives will simplify your 
task. 

7. Are You Looking for Perma- 
nence? Let’s assume you've hired a 
top-caliber salaried salesman. Sud- 
denly he quits for a better job. Maybe 
a competitor has recognized his quali- 
ties and wants the salesman to man- 
age his sales. Or one of his customers 
may have been so impressed with his 
ability that he offers him a lucrative 
position. All the time, money and 
effort you’ve spent grooming him are 
now figures in the statistical break- 
down of what happens to your sales 
force. 

As a rule, this cannot happen if 
you use representatives. The repre- 
sentative is in business for himself. 
If he’s good he earns, with all of his 
lines, more money than any one com- 
pany would be likely to offer him. If 
your products are worth-while, he’s 
spent his time developing sales for 
them. If you treat him fairly, he’s 
going to hold on to your line and 
fight anyone who tries to take it 
away from him. 

8. Are You in a Profit Squeeze? 
How much does it cost you to keep 
a full-time salesman in the field? His 
salary and bonus are only a portion of 
your sales cost. How much do you 
spend each year to rent a car for him, 
or how much do you pay him at six 
cents to nine cents per mile if he 
operates his own vehicle? How much 
does it cost to pay his hotel bills, 
customer entertainment tabs, and doz- 
ens of other items which crop up? 
The figures vary depending on your 
method of operation and the size of 
your sales force but if you've added 
them recently you'll agree that in 
many marketing areas the cost is 
staggering in proportion to the sales 
volume. 
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sales cost per order drops f Ky ay 4 y 3 


when manufacturers’ catalogs are USED 


A recent study by the Sales Executives Club of New York 
indicates that the average sales cost per order drops from $187.39 
on cold calls to $44.89 when potential customers have studied 

a manufacturer’s catalog and invited the representatives to call. 


So how do you get your catalog used more? 


There is no way to force people to consult your catalog. But there are 
simple and effective ways to increase the chances that your catalog will be 


used in as many places, as many times as buyers come into the market 
for products like yours. 


Getting manufacturers’ catalogs used has been the whole business of Sweet’s 
for 48 years. Sweet’s can (1) help you design your catalog so as to make it 
easy for potential customers to identify your product as the answer to their 
specific needs and to call in your representative, (2) place your catalog 

in the right offices of all companies of interest to you, (3) make sure 

your catalog is maintained in all these offices so that it is instantly 

accessible when buying needs arise, (4) enable your advertising to lead 

each ‘‘warmed-up” prospect directly to your catalog so as to speed his action 
from. interest to catalog use to invitations for your representative to call. 


Currently Sweet’s is helping 1,550 manufacturers get their catalogs used 
more often. The Sweet’s district manager near you will be glad to 

show you how we work with manufacturers who want to reduce the sales 
cost per order by getting more salesmen invited to call more often. 


“The more your catalog is used by potential customers, 
the more often your representatives will be invited to call!” 


Sweet’s Catal og Service — Division of F. W. Dodge Corporation 


Designers, producers and distributors of manufacturers’ catalogs for the industrial and construction markets. 
(S) Dept. 98, 119 W. 40th St., N. Y. 18, N.Y. 


Atlanta « Boston « Buffalo « Chicago « Cincinnati « Cleveland e Dallas « Detroit 
Los Angeles « Philadelphia « Pittsburgh « St. Louis « San Francisco 


This free booklet wili help you see how you can get more potential customers te invite your salesmen to call. 
1 Free booklet, ‘four catalogs — key to more orders at lower cost.” 


(© Please have your district manager show me how industrial marketers get more orders through improved catalog procedure. 
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binds with 
Paper-MATE 


the pen that “clicks” 
with all America! 


DE LUXE MODEL 


* Push-button, retractable point. 
* Never leaks—always stays clean. 
* Ink can’t stain hands or clothes. 
* Can’t smear or transfer. 


* Refills with red, green, blue, and 
black ink. 


* Comes in seven color styles. 
* Unconditionally guaranteed. 


Available with 
company imprint, 
emblem, or message 


ADVERTISING 
SPECIALTIES 
DIVISION 


PAPER-MATE EASTERN, INC. 
752 Broadway 
New York 3, N. Y. 


PAPER-MATE COMPANY 
8790 Hays Street 
Culver City, Calif. 


PAPER-MATE OF CANADA 
265 Adelaide St. West 
Toronto, Canada 


If you engage a manufacturer’s 
representative, however, you'll find 
the picture will be considerably 
brighter. Your only cost is the com- 
mission you pay him. In these com- 
petitive times, when a few pennies on 
the wrong side in pricing a product 
can cost you the order, can you en- 
vision a greater luxury than pegging 
sales costs to a fixed percentage of 
the volume achieved? 

Only those who can use agents 
permanently should turn to them now 
when the problem of replacing an 
aging sales force is vital. If your 
products do not lend themselves to 
representative distribution, nothing 
can be accomplished by delaying the 
difficult job of rebuilding your sales 
force. 

If you can use representatives in 
the foreseeable future you should do 
so. Don’t expect, however, that all 
your sales problems will end when 
you sign up your agents. They have 
to be kept informed as to your poli- 
cies and the merits of your products; 
they have to be stimulated ; they have 
to be supplied with a steady stream 
of literature and _ correspondence; 
they have to be compensated on a fair 
basis. 

To get the best results from rep- 
resentative distribution, you should: 


1. Exercise Extreme Caution in 
Selecting Representatives: 

Too many manufacturers and 
agents join forces solely as the result 
of an exchange of letters and tele- 
phone calls. While there are many 
recorded cases where representatives 
and their principals have worked to- 
gether successfully for years without 
ever having met, it makes for a 
sounder relationship if both parties 
meet before assuming mutual obliga- 
tions. If you are sufficiently impressed 
with the qualifications of the agents 
you contemplate engaging, you should 
be willing to travel to their offices, 
meet some of the purchasing agents 
in their territories, and by first-hand 
observation confirm the wisdom of 
your selections. 

When relationships are fostered by 
an exchange of letterheads and ce- 
mented with postage stamps, they can 
be severed in the same casual manner. 
Agents and manufacturers who re- 
main strangers cannot hope to stimu- 
late and maintain a cooperative spirit. 

2. Exercise Control over Represen- 
tatives: If you use hit-and-miss meth- 
ods to train and supervise your agents 
they may prove difficult to control. 
If, however, you have a well-planned 
educational program you will not 
only earn the cooperation of your 
agents, but you will also find that 
your sales increase. You should, for 
example, run well-organized sales 
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Average Circulation of the Average Circulation of the 
CHICAGO DAILY NEWS | CHICAGO DAILY NEWS 


for March, 1954, was for March, 1954, was 


The Highest Daily Average The Highest Saturday Average 
for Any Month in This for Any Month in This 
Newspaper’s History— Newspaper’s History— 
15,451 Higher Than 28,832 Higher Than 
March, 1953 March, 1953 


CHICAGO DAILY NEWS 


Chicago’s HOME Newspaper John S. Knight, Editor & Publisher 


CHICAGO NEW YORK MIAMI DETROIT SAN FRANCISCO LOS ANGELES 
Daily News Plaza 45 Rockefeller Plaza 121 S. E. Firse Street Free Press Building 703 Market Street 1651 Cosmo Street 
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from phone call to questionnaire... 


arr 
Tower 
. iPANy 


wade 


Moving Service 


| meetings at least once a year; visit 


periodically with your men in the 


+ field; handle inquiries from them 
| promptly. 


3. Offer Proper Compensation to 
Agents: Set commission rates which 
are consistent with production costs 
and which closely approximate com- 
pensation plans offered by competi- 
tors. Once these rates have been set, 
there should be no deviation from 
them. If conditions arise which make 
continuation of the rates impossible, 
don’t make arbitrary changes. In- 
stead, consult your agents and solicit 
their understanding and cooperation. 


4. Plan a Sales Promotion Program: 
Representatives must be given the 
tools if they are to do the jobs ex- 
pected of them. With this in mind, 
you should prepare sufficient litera- 
ture and specification sheets to cover 
their legitimate needs. In setting up 
your sales promotional budgets, it is 
a good idea to allocate fixed sums to 
each territory, in propcrtion to vol- 


| ume potential, and permit representa- 
| tives to spend the money in the man- 
| ner which they believe best. 


It is not necessary to compensate 


| your agents for the time they spend 
| doing missionary work for that is part 


SAVES YOU TIME, TROUBLE, MONEY! 


_ Agent: You and your representative 
| should enter into a fair and clearly 


From the moment you phone in your order for a Mayflower move 
on personnel transfer, you save time because Mayflower handles 
all the details . . . you save trouble because the high quality of 
standardized Mayflower service eliminates foul-ups and assures 
shipper satisfaction . . 
ciency puts your man on his new job with a minimum of lost time. 
The Service Questionnaire that goes to every shipper after his move 
completes the job and helps us keep the quality of our service to 
you the best... every time. The next time you have company per- 


sonnel to move, call your local Mayflower agent. 


AERO MAYFLOWER TRANSIT CO.,INC. - INDIANAPOLIS 


Mayflower’s organization of selected warehouse agents provides on-the-spot 
representation at the most points in the United States and Canada. Your local 
Mayflower agent is listed in the classified section of your telephone directory. 


AERO’ \ _' 
ayflowe 
NATION-WIDE FURNITURE MOVERS 


. you save money because speed and effi- | 


| 
} 


of the service they render, but you 
should make some contributions to- 
wards local advertising expenses. 


5. Sign a Contract with Your 


worded agreement so that the terms 
of your relationship can not be sub- 
jected to later misinterpretation. 
There are mechanical advantages to 
such contracts but of greater conse- 
quence, perhaps, are the intangible 
values of formal agreements. Your 
relationships with your agents will 
lack dignity if they can be quickly 
abrogated, and you and they are 
bound to adopt irresponsible habits. 
So long as the relationships between 
you and your agents are loosely ar- 
ranged, there is always the danger 


| that you both will be working for 


immediate individual benefits. 
Manufacturers’ representatives may 
be the answer to your problem. The 
mere use of them, however, does not 
insure success. You must use them 


| wisely and set up a program which 


will enable you to capitalize fully on 


| the sales talents of competent repre- 


sentatives. The End 
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NOW ontheAIR 


ANOTHER “FIRST” FOR WKY-TV! 


Local “live” color was first introduced 
to Oklahoma TV viewers in a five-minute 
telecast at 6 p.m. on April 8 

by E. K. Gaylord, president of the 
Oklahoma Publishing Company and 
WKY Radiophone Co. 

Now, with two complete camera chains 
in operation, WKY-TV is nation’s first 
independent station to have a regular 
schedule of local “live” color programs. 
Far-sighted planning made it possible 
for WKY-TV to receive the first color 
cameras delivered to any independent 
station in America! This same foresight 
has been characteristic of every phase of 
WKY-TV’s operation. That’s why 
WKY-TV is FIRST in black and white 
television*— as well as COLOR! 


*Pulse 29-County Audience Survey, 
Hooper Oklahoma City Audience 
Survey of January, 1954, and ARB, 
March, 1954. See your Katz mon. 


WKY .. FIRST Radio Station in Oklahoma W K Y= T V 
WKY-=TVYV FIRST Television Station in Oklahoma 


WKY=TV FIRST Station with Color TV in Okiahoma CHANNEL 4 The Oklehome Publishing Co. 


The Daily Oklahoman-Oklahoma City Times 


WKY-TV FIRST in Popularity in Oklahoma OKLAHOMA CITY —kerresented by The Katz Agency, Ine 
MAY I, 1954 


How Small-Budget Advertiser Buys 
TV Markets of His Choice 


Now you can purchase one market or 100, you can pick 
your time and still benefit from a big name program. It's 
all done with TV films. Here are answers to your questions. 


Q. I am a manufacturer with a 
limited advertising budget. Five mar- 
kets in which my product is retailed 
have recently acquired TV stations. 
I feel that I can no longer afford to 
stay out of television, but I cannot 
compete with the large national ad- 
vertisers and their expensive network 
programs. What can I do? 

A. The syndicated television film 
series is the answer to your problem. 

Q. What is a syndicated film? 

A. A television film series distrib- 
uted for local showing and local or 
regional sponsorship. 

Q. Are these the old movies we 
used to see on television in the small 
hours of the morning? 

A. No. Syndicated films are pro- 
duced especially for television. They 
fall into two classifications: (1) those 
which were produced for syndication 
alone, like “Dangerous Assignment” 
or “Inner Sanctum”; and (2) those 
which enjoyed successful first runs on 
a television network, like “Victory at 
Sea” or “Badge 714” (formerly 
“Dragnet’’). : 

Q. Why isn’t “Dragnet” syndi- 
cated under its original title? 


Why Is Title Changed? 


A. The network sponsor, Chester- 
field, is still carrying the show on the 
NBC television network. Several 
other former network series are syn- 
dicated under new titles for similar 
reasons, either legal or practical. 

Q. Is any effort made by the syn- 
dicator to conceal the fact that these 
are not new series? 

A. On the contrary, all promotion 
and publicity about these programs 
capitalize on their successes under 
their original titles. 

Q. How much of an investment 
does a film series involve? 

A. The price structure of a syndi- 
cated film property is based on the 
number of television homes in a given 
market. The smaller the market, ac- 
cordingly, the lower the price. An 
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advertiser with limited funds in a 
small market can sponsor a half-hour 
program—which may have cost up- 
wards of $25,000 to produce—for 
perhaps under $100. By buying such 
a program the advertiser is identify- 
ing his product with first-rate show- 
manship and can compete for audi- 
ences on the same program level with 
the biggest national advertiser. He 
gets network-quality production at 
local level prices. 

Q. Would I not do better to iden- 
tify my product with a live, locally 
originated TV program? 

A. Latest American Research Bu- 
reau figures reveal that good syndi- 
cated film programs are a powerful 
weapon with which local advertisers 
on non-network stations can success- 
fully overcome what previously had 
been overwhelming network competi- 
tion. 


Ratings—Before & After 


A graphic demonstration is pro- 
vided by a before-and-after study of 
time-period ratings on three stations: 
WFIL-TV, Philadelphia; WOR- 
TV, New York; and KTTV, Los 
Angeles. On KTTYV, for instance, 
which is in a seven-station market, 
the Before-Film programming line-up 
saw each of its four shows in the 7 :00 
to 9:00 p.m. Saturday night period 
in fifth, sixth, second and fifth posi- 
tions, respectively. These local shows 
were replaced in recent months with 
four NBC Film Division properties 
—“Life of Riley,” “Badge 714,” 
“Captured,” and “Inner Sanctum.” 
According to the February ARB 
figures, the ratings of these film shows 
have boosted these time periods into 
first, second and third positions, re- 
spectively. 

Perhaps the most dramatic evi- 
dence of a syndicated film’s effective- 
ness comes from WFIL-TV, which 
faces strong competition from the 
NBC and CBS affiliates. WFIL-TV, 
at the beginning of this year, threw 


a batch of syndicated film properties 
into the ring. In one month, the hour- 
long “Hopalong Cassidy” show has 
boosted the Monday through Friday 
5:00-6:00 p.m. rating from 3.7 to 
11.1; “Dangerous Assignment” hiked 
the Monday 7:00-7:30 period from 
4.3 to 12.2; “Victory at Sea’ raised 
the Tuesday 7:00-7:30 slot from 4.9 
to 20.3; ‘Dangerous Assignment” 
hiked Wednesday’s 10:00-10:30 pe- 
riod from 1.2 to 7.6; the half-hour 
“Hopalong Cassidy” series practically 
doubled Thursday’s 7 :00-7 :30 rating 
of 4.6, and “Captured” boosted Fri- 
day’s 7 :00-7 :30 p.m. 3.0 rating to 8.8. 


Size of Audience 


Q. Does the size of the audience 
have anything to do with the sale of 
the product? 

A. It is the only effective criterion 
of the success of your television effort. 
The higher the rating and the larger 
the share of audience, the lower the 
cost-per-thousand advertising impres- 
sions. 

Q. Assuming that I sponsor a TV 
film series in one or several markets, 
I don’t have the resources to promote, 
advertise, publicize and merchandise 
the program as effectively as the spon- 
sor of a major network program. Is 
this important ? 

A. These services are important, 
and are recognized as such by the ma- 
jor TV film syndicators. Complete 
and streamlined packages—or kits— 
of publicity material, exploitation 
suggestions, on-the-air promotion, ad- 
vertising mats, slides, etc., are given 
to the local station for the purpose .of 
building an audience for the specific 
program. 

In addition, the NBC Film Divi- 
sion and the other major syndicators 
make available to the sponsors a large 
assortment of merchandising devices 
designed to promote both the program 
and the sale of the sponsor’s product. 
These devices may range from point- 
of-purchase displays and truck-bumper 
strips linking the program to the prod- 
uct to comprehensive suggestions on 
how to set up storewide promotions 
and stimulate dealers, salesmen and 
retail outlets to arouse local interest 
in the program. 

Q. How do I choose the right kind 
of program to help sell my product? 

A. The acumen of the syndicator’s 
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In an industry beset with red ink, Eastern Air Lines 
has shown a profit every year since the Captain took 
over the controls. The fact that Captain Rickenbacker 
and the stalwart Eastern team of executives, engineers, 
pilots, traffic experts and weather wizards who back him 
up read their Business Publications page by page, issue 
by issue, is a tribute to the editing and publishing skill 
of this great group of periodicals. 

Like Captain Rickenbacker and his associates, other 
business and professional leaders throughout the country 


“At Eastern Air Lines our key 
men in operation, maintenance, 


sales and management rely on 


BUSINESS PUBLICATIONS 


to help keep us abreast of industrial 


developments and business trends.” 


Capt. Eddie Rickenbacker 
Chairman of the Board and 
General Manager, 
Eastern Air Lines 


are depending on the business publications which cover 
their own fields to bring them vital news of products, 
methods, markets and men. They look upon the Business 
Press as a superbly organized intelligence service cover- 
ing dozens of specific fields. Each issue of a business 
publication is a special report. Because these men who 
influence buying read business periodicals eagerly and 
thoroughly, the advertising pages of the Business Press 
form a direct saies channel for products and services that 
are sold to business and professional men. 


¢ 
| 
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The United Business Press 


NATIONAL BUSINESS PUBLICATIONS, 


WASHINGTON 5, D.C. + 


1001 FIFTEENTH STREET, N. W. - 


The national association of publishers of 
16.2 technical, scientific, industrial and pro- 
fessional magazines, having a combined 
circulation of 3,524,478...audited by 
either the Audit Bureau of Circulations or 
Business Publications Audit of Circula- 
tions, Inc... .: serving and promoting the 


INC. 


STerling 3-7535 


Business Press of America... bringing 
thousands of pages of specialized know-how 
and advertising to the men who make deci- 
sions in the businesses, industries, sciences 
and professions... pinpointing your audi- 
ence in the market of your choice. Write 
for complete list of NBP publications. 


Page Size 84" x 6% 


Vil Oi) 


by BUSINESS MEN 


Naseon MONTH-AT-A-GLANCE 


**Just what we’ve been looking for”’ say busi- 
ness men everywhere. Provides at-a-glance 
record of full month’s engagements, special 
meetings, business trips, etc., for immediate 
action, or reminder of important follow-ups. 
—----4f Six months calendar always in view. Your 
customers will find the Month-At-A-Glance 


indispensable and will be constantly remind- 
ed of your thoughtfulness and good taste. 
Available in covers of handsome simulated 
leather, or fine genuine leather on which 
your trade mark can be beautifully repro- 
duced in gold or full color. Send for catalog 
showing quantity prices today! 


ADVERTISING 
(SIFTS 


475 
sales representative, the sales manager 
of the local station, and the TV di- 
rector of your advertising agency (if 
you have one) will, with your help, 
determine the program and the broad- 
cast time to hit exactly the audience 
you want. Each advertiser is after a 
specific kind of audience. 

Q. How can I be sure that I am 
getting a successful program? 

A. The program’s rating history 
in other markets or its popularity as 
a network show are useful criteria 
either with re-runs or with programs 
which, though first runs in your mar- 
kets, have been on the air elsewhere. 
When rating histories are not avail- 
able, the program may (like “Inner 
Sanctum”) be inherently popular in 
other media—radio, the movies, or 
literature. Radio rating histories are 
helpful. Again, the experience of the 
syndicator’s salesman, bolstered by 
your own taste and judgment, is your 
best guide. The experienced salesman, 
for instance, is not blinded by the 
size of a rating figure. He knows 
that a certain advertiser may be able 
to sell his product more effectively 
with a properly time-slotted 15-min- 
ute program which has an average 
rating than with another, more ex- 
pensive show which has a more bril- 
liant track record but which may not 
appeal to the right audience. 


FIFTH 


SPECIALTY DIVISION NASCON PRODUCTS 


Division EATON PAPER CORPORATION 


AVENUE - 


Q. What success have other com- 
panies had with this medium of ad- 
vertising ? 

A. Plenty. D. E. Jackson, partner 
in the Cox, Chandlee & Jackson ad- 
vertising agency, Charlotte, N.C., 
said recently: ““Hopalong Cassidy can 
sell anything! We have Hopalong 
Cassidy in five television markets sell- 
ing milk, ice cream, waffle syrup, salad 
oil and hushpuppy mix. Each one of 
our clients has received a substantial 
sales increase through the use of 
Hopalong Cassidy. 

Or the following report from 
George Glavin, of the West-Pacific 
Agency, Inc., Seattle: 

“West-Pacific Agency, Inc., has 
lived the ‘Life of Riley’ since the 
purchase of NBC’s top show. ‘Riley’ 
can sell merchandise. After 5% years 
with KING-TV Station, I entered 
the agency business. During those 
5% years I saw the screening of sev- 
eral hundred shows. ‘Riley’ looked 
like a natural to me. I ‘sold it to a 
local jeweler, who was willing to pay 
the top price of a top show. The re- 
sults were fabulous, and _ started 
almost immediately. We sold every- 
thing from golf clubs to TV sets. At 
the end of the 26th week (with the 
first showing of ‘Riley’ in the market, 
it reached the top 15 shows rating- 
wise), the summer season was here 


+ AT-A-GLANCE+ 
Products 
NEW YORK 17, N. Y. mea Ue Bat Orr 


and the jewelry business dropped to 
around 2% of total volume. It was 
decided not to buy the eight re-runs. 

“The success story made it easy 
to sell to a local grocery chain with 
30 stores. The first program sold all 
their stores out of ‘Lady Elberta’ 
canned peaches, special by the case 
only. Over 2,000 cases were sold. 
From there the results have been over- 
whelming. Just to highlight a few— 
these sales all take place in a two-day 
buying period, on Friday and Satur- 
day. The TV show runs on Thursday 
night. 

“1 year’s normal supply of ‘Dinty 
Moore's’ beef stew (500 cases) 

7% tons of salmon 

50% additional turkey sales at 
Thanksgiving 

50,000 Ibs. of pork loins 

42,000 Ibs. of hamburger 

10,000 Ibs. of liver 

4,000 doz. cans of frozen straw- 
berries 

4,000 doz. pkgs. of frozen peas 

“At the end of four months, the 
chain increased. In the month of 
January it was 30% over a year ago, 
and the largest month they had ever 
had. 

“ ‘Riley’ now rates No. 1 in the 
market. The word has spread and 
suppliers are standing in line.” 

The End 
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IT ALL STACKS UP TO 
CONSUMER ACCEPTANCE 


OF THIS SEAL! (aur 


nite LDS WRAP 


ALUMINUM 
PACKAGING 


TRADE MARK 


QUALITY 
PROTECTED WITH 


Stack up these four color pages appearing in February, March, 
April, May in a list of national magazines that includes LIFE, 
LADIES’ HOME JOURNAL, GOOD HOUSEKEEPING, 
McCALL’S, HOUSEHOLD, WOMAN'S DAY, FAMILY 
CIRCLE. Add new color pages in June and July. Carry on this 
magazine campaign through the year. Back it with the power- 
ful selling of “MR. PEEPERS” on TV. The result is consumer 
acceptance and more...it’s growing consumer insistence on 
quality protected by Reynolds Wrap Aluminum Packaging. 
That's why it pays to feature this protection. ,.and the Seal 
that tells its story. Reynolds Metals Company, General Sales 
Office, Louisville 1, Kentucky. 


The Reynolds Wrap Aluminum Packaging (* =, 
Seal is heavily promoted on Reynolds \C—> 
NBC-TV Show, “‘MR. PEEPERS." a 
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MANAGEMENT looks | “Lost Sale" Quiz #22 
ACCOUNTANT ff 


to the 


ney 


..+ for advice in the 
area of record-keeping, 
reporting, insurance and 


Send for “the 
3rd party to 


— America’s foremost accounting 270 MADISON AVE 


and financial management magazine NEW YORK /6. N.Y 


SYMPATHETIC SUMNER .. . the tenderhearted thrush 


... wastes most of his valuable selling time 
listening to his prospect’s touching tale of 
business blues. 


NEW HOPE 


in the battle against 


CANCER 


THE FIGHT against man’s cruelest enemy 
is far from won. If present rates con- 
tinue, 23 million living Americans will 
die of cancer—230,000 this year. And b 
thousands of these will die needlessly— ) 
through cancer that could have been 
cured if treated in time. 


He loses sales because... 


a) . . . he called on prospects whose business was too 
poor to justify an order. 


. « « he doesn't point out how his product could 
help business. 


c) . . . he spends the remainder of his sales call telling 
the prospect his troubles. 


ALL THE SAME, there have been victories. 
Thousands who once would have died 
are being saved—thanks, in part, to 
your donations to the American Cancer 


Society. 


AND, LAST YEAR, the Society was able to 


That’s right, Sumner (b) never thought of pointing out how 
his product could build sales. In this case the prospect sold 


allocate $5,000,000 of your donations to 
research aimed at finding the ultimate 
cure for all cancer. That’s more money 
than ever before. 


MUCH MORE, of course, remains to be done. 
So please make this year’s gift a really 
generous one! 


the salesman the idea that business was slow. And the poor 
soft-hearted salesman didn’t have the heart even to ask for an 
order. 


If the condition does exist that the prospect is having a poor 
spell, give him a sales idea or two. He needs that more than 
sympathy. Show your sympathetic nature by pointing out how 


other customers are using your product or service to cure 
their business blues. 


Cancer 
MAN'S CRUELEST ENEMY 


Strike back—Give 


AMERICAN CANCER SOCIETY 


© 1954 William G. Damroth & Co. 


| Editor's Note: Sixteen of these sales cartoon quizzes have been bound in a handsome, two- 

color, booklet titled "The Lost Sale." Order your copies now. Prices: $1.00 per copy up to 
I! copies, 80c per copy 12 to 99 copies; 60c per copy 100 or more copies. Send order and 
check to Sales Management magazine, 386 Fourth Ave., New York 16, N. Y. 
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The Playhouse: w 
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A network hit 
for local sponsors 
at a local* price 


tt 


THE PLAYHOUSE is 52 star-studded dramas 
from the second “Schlitz Playhouse of Stars” 
series . . . first-run in over 150 markets (second-run 
in all others) . . . which you can call your own at 
a fraction of their original cost. 

Stars are strictly top-irawér names like 
Broderick Crawford, Vincent Price, Ann Sheridan, 
Ronald Reagan, Edward Arnold, Joan Caulfield. 

Topnotch scripts include famous tales by such 


ABC FILM SYNDICATION, INC. 


i, 1954 


*low! 


‘ | 
DELIVERY sneer 
TAND ENTER * 

THEREOF 


ROUTING BELOW) 


ze “‘package’’ at a down-to-earth price! 


writers as F. Scott Fitzgerald, Somerset Maugham. 
You couldn’t duplicate this array of talent for 
many times the price. And think of the promotions 
you can build around names like these! Reserve 
the market you want... call one of these offices 
right away. 
P.S. On the subject of second runs, we have an in- 
teresting study called “‘Lightning Strikes Twice.” 
Send for your copy! 


in NEW YORK: Don L. Kearney, 7 W. 66th Street, SU 7-5000 
In CHICAGO: John Burns, 20 North Wacker Drive, ANdover 3-0800 
in HOLLYWOOD: Bill Clark, 1539 North Vine Street, HOllywood 2-314] 


Versatile Visuals 
Pump Up 


7 Sales Curves 


Companies like Johnson & Johnson 
and Vulcanized Rubber discover that 
carefully designed visuals help even 
the tyro salesman control interviews. 


BY SIDNEY EDLUND 
Sidney Edlund & Co., 
Management Counselors 


SAMPLES OF ENTIRE LINE, plus built-in visual, now 
enable Trufruit salesmen to show fountain operators 
all flavors company prepares. Heretofore it was im- 
possible to demonstrate complete line in one call. 
Visual below, graphically showing advantages of securi- 
ties investments, helped Renyx Field & Co. hike se- 


Too many salesmen, sanguine and 
impressionable, often gallop their 
prospect leads in any direction. With 
no orderly sequence of ideas to carry 
the prospect’s mind from his interests 
to a full understanding of the bene- 
fits the salesmen are offering him, 
salesmen get too few signatures on 
their order blanks. 

In moving a prospect’s mind from 
where it is to where you want it to 
be, a well-planned visual presentation 
does a neat job. In fact, it tells its 
story so easily, so vividly, in so little 
time—that most buyers prefer to be 
sold that way. 

When Purchasing magazine re- 
cently queried its readers on visuals, 
the tally disclosed that: 

1. Few salesmen use modern visual 
methods. 

2. Buyers would welcome more ex- 
tensive use of visualizers. 

3. Buyers found these methods 
more interesting and helpful than the 
conventional sales interview. 

4. Buyers willingly allot more than 
the usual amount of time for such a 
presentation. 

Buyers want visuals—yet we have 
barely begun to tap their unlimited 
power. Why? 

For one thing, sales managers have 
been exposed to too many “turkeys.” 
Designed by men unqualified for this 
specialized task, such visuals are gen- 
erally wordy and literary. Much of 
their diction would stick in a sales- 
man’s throat. 


Visuals in the modern manner 


66 


curities sales by 50% within a few months. 


must be prepared by an expert who 
has acquired sound sales strategy and 
who has mastered the principles and 
techniques of visual selling. Stripped 
of verbal sham, reduced to dimension, 
vivid, unescapable, the well-prepared 
visual makes a good sales story better. 

Many sales executives regard the 
medium as too formal and inflexible. 
They look upon visualizers as “‘lay- 
down” canvasses designed to sell one 
product or one service. 


To be sure, in certain cases the 
one-track, all-the-words-supplied type 
of visual fills the bill exactly. Massa- 
chusetts Institute of Technology, for 
example, set out to raise $20 million 
with “salesmen” who were mostly 
alumni with no selling experience. 
Accordingly, the school used a visual 
that enabled even the tyro at selling 
to tell a cohesive story, and yet 
allowed the more skilled solicitor to 
add ‘color and change of pace. 


SALES MANAGEMENT 


NEW BUSINESS-GETTER: Explaining complicated ac- 
counting service performed by Traveletter could take 
hours, but this visual omits no essential point, can be 
delivered in a half-hour. In four years, it has gained a 
40% increase in business. Visual below, for Vulcanized 
Rubber & Plastics Co., brought in a $400,000 sale by 


“completely green” salesman. 


rn a] 
we wrts A! EClaTe AN ervenrour® se 
To stvor YOUR morons [pen eel 
paeuiminany WAT-wiTht Oo O8LIGA’ 
wrarsonve® ow Your part. 


= 
VULCANIZED RUBBER 


AND PLASTICS COMPANY 


M.1.T.’s campaign went over the top. 
As a result, for many fund-raising 
campaigns, visual presentation has be- 
come standard practice. 

But normally, flexibility becomes 
the watchword for the modern visual. 
Indeed, it is carefully designed to tell 
a many-faceted story. 

Scholastic Publications set itself a 
quota of 40% increased circulation 
for its six magazines within two 
years. At the same time, it planned 
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to promote its two book services. The 
entire Campaign went into one visual. 
_ Sometimes the story of one publica- 
tion slanted towards the teacher of a 
specific subject had to be presented in 
the five-minute break between classes. 
On other occasions, the Scholastic 
representative had to get across the 
overall story to a principal or a dis- 
trict superintendent. In either situa- 
tion, the visual, selectively used, told 
a pertinent sales story effectively. 


Circulation of all six magazines 
zoomed 35% in four month’s time. 
The book services also sold briskly. 

Johnson & Johnson, New Bruns- 
wick, N. J., prepared a visual beamed 
at retail druggists who did not carry 
J & J’s main line of surgical dress- 
ings. The company used the visual 
only where years of regular calls had 
failed to get the account. 

As Charles McDermott, J & J 
training director put it when he re- 
ported the first results to the Sales 
Executives Club of New York: 
“This seems incredible on the face of 
it—there came not a single turn- 
down in 20 consecutive exposures to 
prospects who had been saying ‘No!’ 
to the same salesmen for one to 10 
years.” In several hundred presenta- 
tions since, it has failed only once to 
get the order. 

This is the inevitable result that 
follows upon application of sound 
and tested principles. 

What are these potent principles? 

The modern visual tells a coherent 
story planned from its very inception 
to close the sale. Under pressure of 
time even the best salesman some- 
times spills forth a disjointed story. 
Or he may pull out of his bag a jum- 
ble of pictures, manuals, and samples 
that lack continuity, flow—and sales 
appeal. Far from being a hodgepodge 
collection of exhibits, the well-pre- 
pared visual is an entity that in neat 
and ordered fashion spells out the 
benefits the product or service will 
bring the buyer. 

The U. S. Navy found that with 
visual aids people absorb as much as 
35% more in a given time than they 
do without them. When a buyer can 
clearly visualize the benefits he will 
enjoy from the sale, he is well on the 
way to being sold. 

Now we come to the key factor. 
During World War II the Training 
Within Industry program (T.W.I.) 
came up with a simple but potent 
technique. First they broke a job 
down into logical units—a milling 
machine job, for example, into eight 
operations. Then they made sure the 
trainee understood one operation be- 
fore going on to the next. 

In this way they often cut training 
to one-half —and frequently one- 
fourth—the time. 

Modern visuals make full use of 
these findings. Splitting the sales 
story into its component parts un- 
leashes a cumulative selling force—a 
force that often breaks down hitherto 
insurmountable barriers. 

With but one important point on 
any one spread each idea can be thor- 
oughly explained before moving on. 
When a trained salesman uses such a 
visual he gains his prospect’s assent to 
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There's a Y¥ ear-lon gC entennial Party 
in the Omaha W orld-Herald Market 
of Nebraska and Western lowa. 


This 
$2 Billion 
Market 


Spending Mood 


Omaha World-Herald 


O'Mara and Ormsbee, National Representative 
New York—Chicago—Detroit—San Francisco—Los Angeles 
247 ,582 Daily — 255,317 Sunday 
Publisher's Statement as of September 30, 1953 
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Wouldn't You Like to Have a 
New Product With This Acceptance? 


Sell Without Salesmen? 
This Industrial Does 


Prospects Tell Kaiser How to Double 


Sales éf Its First Consumer Product | 


In Saies Management soon 


each simple proposition at the end of 
each page as he goes along. This 
technique allows the most complex 
stories to be told in little time. 

Because the services sold by Tra- 
veletter Corp., Greenwich, Conn., 
merit complicated explanation, the 
company faces a difficult sales prob- 
lem. For 50 years salesmen rarely 
lost a customer—but new _ business 
rolled in slowly. Undertaking to ex- 
pand the sales of Traveletter as an 
office system, the company carefully 
considered the problem. 

How could they spell out the fact 
that Traveletter can be applied to 
accounting systems of many types, 
each one different from all others? 

This is a program that might en- 
gage a salesman for several hours, if 
he could gain a prospect’s ear for that 
long. By using a carefully designed 
visual that omitted no essential point, 
they made it possible for a salesman 
to explain the entire service clearly in 
30-40 minutes. Results? New sales 
stepped up 40-60% in each of the 
past four years. 

Consider another instance of visual 
selling’s power and versatility: Vul- 
canized Rubber & Plastics Co., New 
York City. The company sells molded 
plastics whose application is unique 
in each case. Thus, each sale is dis- 
tinct from every other sale, and the 
salesmen must master a most exten- 
sive set of facts and products and 
applications. The company decided 
this situation called for visual help. 


New Man Connects 


The visual produced unusual re- 
sults. But more startling—an inex- 
perienced salesman, armed with his 
visual, broke a $400,000 sale! H. L. 
Smith, the firm’s sales manager, says: 
“Our visual and the training that 
went with it must be credited with a 
sales miracle; before the visual no 
new man could ever hope to connect 
like that.” 

Firmly grounded on sound prin- 
ciples, the visual punches home its 
message with a variety of dramatic 
devices. Here a full-page bleed pho- 
tograph with an arresting caption 
strikes the eye. There the profile of a 
curve reveals in a flash a mouth- 
watering story of profits. Or a car- 
toon may provide a chuckle. Step by 
step the salesman carries his prospect 
along so smoothly, so painlessly, and 
with such convincing effect that the 
order follows as the only conclusion. 

Even when these power principles 
are clearly understood the visual’s 
effect still seems quite magical. As 
George Field, president of Renyx 
Field & Co., Inc., New York City, 
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general distributors for Corporate 
Leaders, told me recently: “Our vis- 
ual presentation hit the jackpot for 
us. I don’t know how we ever did 
business without it.” 

Unless our salesmen use it, and 
use it properly, all the time, effort, 
and money we may put into a new 
presentation will be wasted. Just as 
surely as our customers must be sold 
on the continued use of our products, 
so must we sell our salesmen on the 
continued use of our visuals. 

How can we do it? 

We must first explain how logical 
breakdown and step-by-step presenta- 
tion generates such force and scope. 
Although a salesman will use a vis- 
ualizer once he fully appreciates its 
power, he cannot use it efficiently un- 
til he understands the source of that 
power. 

Even when convinced of its power 
and flexibility, there is the salesman 
who sees the visual as a “canned” 
talk that will degrade his skills. He 
must break down that fear. We must 
show him how the modern visual 
avoids a mechanical approach. 

On the contrary, it gives the sales- 
man a planned sequence of selling 
points, effectively arranged, dramat- 
ically illustrated, and cogently 


phrased. Each page contains a pointed 
selling idea that serves the salesman 
as a point of departure. By placing 
the material to clinch each idea when 
it will do most good, it helps him 
accent the positive. 

We must show him how this helps 
him to control the selling situation ; 
how this helps him clearly to demon- 
strate what the buyer gains from the 
sale. Properly used, the visual makes 
him a more skilled practitioner. 

Once convinced of these essential 
points, the salesman will readily grasp 
the incidental benefits the visual af- 
fords. Trufruit Syrup Corp., for ex- 
ample, once burdened its men with 
two heavy cases which still did not 
hold all their fountain flavors, crushed 
fruits, and nuts. The men seldom 
sold the complete line. They could 
not carry samples of each item. 

Now the men carry one sample 
case half the weight of one of the 
old cases. When opened the case re- 
veals the entire line with a built-in 
visual presentation. The salesman can 
now show his prospect how every 
Trufruit product will help him to 
sell more ice cream, more soda, etc. 
The total sale per call has jumped 
significantly. 

In this connection, many sales are 


lost when salesmen use only parts of 
their story — often leaving out the 
most telling (and selling) parts. 

When the salesman recognizes that 
visuals mean more money for him, 
he must then be adequately trained 
in their use. Some of the most pro- 
gressive companies will not allow their 
men to use the visual until they dem- 
onstrate their ability to get the most 
from it. The play-back of recordings 
made during practice presentations 
helps the men to use it effectively. 

With such a training program the 
salesman avoids giving an illustrated 
lecture—the “canned” talk he so just- 
ly fears. He learns how to expand 
and bend the medium to suit the oc- 
casion. He learns the importance of 
querying his prospect bt fore he opens 
his visual and unfolds his story. 

The magic of the visual can now 
be boiled down to a rather simple 
formula. First, it must rest on a 
sound foundation —-the unit break- 
down of the selling operation. Then 
it takes expert preparation to nurse 
along a clear and dramatic point-by- 
point story. It must be designed to 
“give” so that it can be channeled 
into any direction. It must then be 
sold to the salesman who in turn 
must be trained in its use. The End 


mM =; 


The one key that opens 


every door in Akron, Ohio! 


Akron is big! Akron is growing! Akron is unique—because 
you can reach its trading area population of 530,943 through 
its only newspaper, The Akron Beacon Journal, with an 
evening circulation of 153,025 and Sunday circulation of 
160,593. Compare markets, coverage, costs—and you'll put 
Akron on your ‘must’ list. 


STORY, BROOKS & FINLEY, REPRESENTATIVES 
JOHN S. KNIGHT, PUBLISHER 


Good Saleswomen Here? 


The woman selling at this party 
can make two sales: 


1. She can sell Tupperware to 
the guests of the hostess. 


2. She can recruit one or more 
women — possibly the hostess — to 
be a Tupperware saleswoman, too. 


But which mental barriers must 
the company overcome in the first 
saleswoman before she recruits her 
customers as saleswomen? 


How to Find, Hire, Train, Keep 
The All-Women Direct Sales Force 


Here are ideas used successfully by Tupperware, Avon, 


Fashion Frocks and other firms selling through women. 


BY WILLIAM G. DAMROTH 
William G. Damroth & Co. 


When it comes to moving merchan- 
dise, and consuming it, we must ad- 
mit the truth of the Ladies’ Home 
Journal's “Never underestimate the 
power of a woman.” 

In 1954, 500,000 women will earn 
extra money selling direct to the con- 
sumer. Their take-home pay: $150 
million in commissions, mainly for 
spare-time selling. 


Recruiting Is the Key 


Recruiting is the lifeblood of direct 
selling companies. Many have 100% 
turnover each year. Main reason: 
The bulk of their sales recruits are 
housewives from 25 to 40. Most of 
these women take advantage of an 
opportunity to earn because of a tem- 
porary need for money. When this 
need is met the desire to work ceases 
to exist. However, the fact that sev- 
eral direct selling companies recruit 
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over 50,000 women a year proves that 
it is not only possible, but profitable. 

In these days of full employment, 
recruiting costs come high. Many 
direct selling concerns estimate their 
cost of recruiting between $10 to $20 
per woman. Before we say that 
sounds insignificant compared with 
the cost of screening and psycho-test- 
ing an industrial salesman, multiply 
$10 by 50,000 women recruited. The 
cost: $500,000. 

For the most part, recruiting is ac- 
complished in two ways: by personal 
recommendation and by advertising. 


Recommendation Recruiting 


A “recommendation” means that 
one sales representative turns in the 
name of a person whom she knows to 
be interested in an opportunity to 
earn by selling. Direct selling com- 
panies promote the recommendation 


idea. They pay their salespeople 
bonuses of $3 to $20 for each recom- 
mended person who becomes an active 
salesperson. Companies that do not 
maintain field supervisors usually pay 
the highest bounties for new recruits. 
They appoint by mail from the home 
office. 

A recommended woman is usually 
a better prospect than one who is 
recruited through blind advertise- 
ments, because she is usually a cus- 
tomer who is familiar with the com- 
pany’s products and sales methods. 
That in itself is a good screening 
process. There is often personal 
assistance given by the saleswoman to 
the new recruit she recommended. 
This can be helpful basic training as 
well as a confidence-builder when 
there is no field supervisor to turn to. 
Women who respond to advertise- 
ments are likely to have little idea of 
what they are expected to do; con- 
sequently, a large percentage of pros- 
pective recruits from blind advertise- 
ments quit before they really start. 

There are two problems in getting 
recommendations. Saleswomen often 
are fearful that the women they 
recommend will not succeed. They 
do not want the responsibility for 
their failures. Another more impor- 
tant reason: The saleswoman may 
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it’s FIRST 3 FIRST! 


One out of every four consumer units residing in the 
3 compact city and suburban areas of New York, 
Chicago and Philadelphia earn $6,000 or more per 
year. This is 62% greater than the average for the 
remainder of the U. S. In these concentrated, far- 
above-average sales areas, the family coverage of 


Coloroto Magazine 


FIRST 


MARKETS GROUP 


Magazine 


General Magazines, Syndicated Sunday Supplements, 
Radio and TV thins out. In this immense, highly prof- 
itable market there is no substitute for FIRST 3 


‘MARKETS’ nearly 2-of-every-3 family coverage. 


And on a national basis, FIRST 3 MARKETS 
GROUP reaches 55% of all families living in 40 of 
the 162 major metropolitan county areas. These 40 
areas account for about one-fourth of total U. S. 
Retail Sales. To make your advertising sell more 
where more is sold...it’s FIRST 3 FIRST. 
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Chicago Sunday Tribune 


Philadelphia Sunday Inquirer 


“Today” Magazine 
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New York 17, N. Y. News Building, 220 East 42nd Street, VAnderbilt 6-4894 ¢ Chicago 11, Ill., Tribune Tower, SUperior 7-0043 
San Francisco 4, Calif., 155 Montgomery Street, GArfield 1-7946 ¢ Los Angeles 17, Calif., 1127 Wilshire Boulevard, MIchigan 0259 
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THE CHRISTMAS GIFT MOST 
CERTAIN TO SUCCEED! 


For every man and woman on your list 


Ladies’ Style 
Rawhide 


Color 


Running 


Men's Style 
Saddle Color 
Swagger Stitched 


know a potential applicant but hesi- 
tates to submit her name for fear of 
losing a steady customer plus business 
that might be taken away from her 
when this woman begins to sell to her 
neighbors and friends. 

Recommendations are a powerful 
recruiting technique when we realize 
that a direct selling organization has 
thousands of women calling on tens 
of thousands of potential saleswomen 
each day. The company that learns 
how to overcome the saleswoman’s 
reluctance to make the recommenda- 
tion finds it pays off. 

With all its problems, recom- 
mendation recruiting is still the back- 
bone of the appointment program in 
many direct selling organizations. 


Stitch 


TAILOR MADE, HAND SEWN, FINEST QUALITY 
DEERSKIN GLOVES 


From the Heart of the Wisconsin Deer Country 


Order Early or Write for 


Catalog or Samples 


Industrial Orders Being Booked Now 


Individual Perfect Fit Warranted. We get 
that information directly from the people on 
your list. But, they do not know that the gift 
is from you until the gloves arrive at Christ- 
mas time. 


This insures 100% appreciation, use and 
gratitude for your gift. We know this to be 
true from the experience of many companies. 
Nothing you can send can be more personal, 
individual and useful. 


Tupper Home Parties, Inc., Or- 
lando Fla., founded in April, 1951, 
recruits all new saleswcmen through 
recommendations. Ninety-five percent 
of these women have been hostesses 
for a Tupper party and have seen how 
pleasant a way it is to sell and how 
easy it is to earn money. Even with a 
sales staff of over 60,000, Avon 
Products, Inc., New York City, finds 
that it can recruit a substantial num- 
ber of women each year through 
recommendations. 


Recruiting Advertising 

Many direct selling firms invest 
large sums for recruiting advertising. 
Fashion Frocks, Inc., Cincinnati, is 


About the Author 


William G. Damroth is a sales consultant who has specialized in 
direct selling problems. He has done work for Avon Products, Inc., 
E. R. Squibb & Sons, The Saturday Evening Post, among others. 


Bill Damroth and his partner, Frans J. Weterrings, who make their 
headquarters in New York City, are the authors of “The Lost Sale,” 
a booklet on 16 common salesmanship problems and how to solve 
them, just published by SALES MANAGEMENT. These are based on 
the “Lost Sales” Quiz which appears regularly in SM. See P. 64, this 


issue. 


GLOVE TAILORS 


ANTIGO, WIS., U.S.A. 


one example. It appoints all sales- 
people by mail. The company relies 
almost completely on advertising in 
McCall’s, Woman's Home Com- 
panion, Good Housekeeping and 
Ladies’ Home Journal. The adver- 
tisements tell a straight recruiting 
story as indicated in this typical head- 
line: ““Make money this easy way and 
get your own dresses without a penny 
of cost.”” This year Fashion Frocks 
will invest more than $500,000 on 
recruiting advertisements — ranging 
from 21 lines to four-color full pages. 

Stanley Home Products, Westfield, 
Mass., originator of the party plan 
selling, does an outstanding twofold 
advertising job. Its full-color adver- 
tisements in national magazines en- 
courage women, through the lure of 
fun and fine premiums, to hold 
Stanley parties. The same advertise- 
ments also encourage women to be- 
come local Stanley “dealers” or sales 
representatives. 

Avon Products does big-scale na- 
tional and local advertising. At the 
local level the manager places classi- 
fied newspaper advertisements seeking 
women who want an opportunity to 
earn. Avon’s national advertising is 
designed to increase the prestige for 
sales representatives and to encourage 
readers to welcome them when they 
call. 
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Recruiting in Classified 
Advertisements 


Many direct selling companies, par- 
ticularly those that do not operate on 
a national scale, place their recruiting 
advertisements in local classified sec- 
tions. A large percentage of these ad- 
vertisements are blind advertisements 
that attract with such headlines as 
“Earn extra money”; “Money for 
your spare time’; “Over $50 a 
week.” Many firms depend on blind 
advertisements to draw women in and 
then leave it up to local managers to 
convince them to take the jobs. These 
blind advertisements are relied on for 
several reasons. Some companies do 
not have the pulling power of a na- 
tionally recognized name; some areas 
have a few prospective recruits; some 
women have an aversion to a selling 
job. 

Some local recruiters are leaving 
the classified section for display-type 
advertisements in women’s pages. 
Many potential saleswomen are not 
looking for a job and therefore never 
see the classified section. However, 
they will consider a part-time earning 
opportunity when they are attracted 
by an advertisement in a woman’s 
page. 


Specialized Media 


Many companies that want to 
reach a more selective potential sales 
representative audience rely on the 
two special magazines in the direct 
selling field: Opportunity and Spe- 
cialty Salesman. These magazines are 
used regularly by many of the large 
direct selling firms. They also offer 
an excellent opportunity for the 
smaller manufacturer who wants to 
recruit nationally at a budget price. 
Although most of the readers have 
started to sell on a part-time basis, 
many have become full-time sales- 
people. 


Direct Mail Recruiting 


Direct mail is another useful re- 
cruiting tool. However, because the 
cost is high, success is determined by 
an active list. This is often a list of 
former salespeople. A woman who 
has sold once, may again have time 
to invest, or may need extra cash. 
Such lists are sometimes sold by the 
direct selling companies that develop 
them for other non-competitive direct 
selling firms. 


‘Cold-canvass Recruiting 


Companies with a field staff have 


a last resort: cold-canvassing. If a 
territory is open, the field manager 
can turn to cold calls. But cold-can- 
vassing is the most expensive way to 
recruit sales personnel and it creates 
an unfavorable impression on many 
of the people approached. Prospects 
wonder what is wrong with the com- 
pany that has to go from door-to-door 
to find someone to sell its products. 


Sales Training 


Few of the 51 companies selling 
exclusively through women have a 
sales training program. The only con- 
tact some of the direct selling com- 
panies have with their salespeople is 
by mail, and some multi-million-dol- 
lar firms leave selling almost entirely 
up to the imagination of each sales- 
woman. 

Some of these firms display the 
same weakness apparent in other 
forms of distribution. Most of the 
information—how to order, available 
sizes and colors, price changes sent to 
the new saleswoman—is based only on 
the product. Very little time is de- 
voted to “how to sell.” In many 
cases no more than 1% of all in- 
formation mailed to a new recruit 
teaches her how to sell. 

A good sales training program has 


this is the size we have in the Growing Greensboro Market!" 


THE BIGGEST TOM-TOM has the deepest voice 
. . - That’s the way it is with selling penetration, 
too, when you seek to employ the most dominant 
medium to sell Pe goods or services ... Here in 
the Growing Greensboro ABC Market in the 
South’s No. 1 State—the GREENSBORO NEWS 
and RECORD speaks with authority to 1/6 of 
North Carolina’s people who buy 1/5 of the state’s 
retail goods . . . So if your line is food, general 
merchandise, furniture, household, radio, . drug, 
or appliances—better put the message in the 
GREENSBORO NEWS and RECORD, where 
100,000 daily circulation does a heavy-duty job 
with ease... 


The only medium with dominant coverage in the 
Growing Greensboro ABC Market, and with 
selling influence in over half of North Carolina! 


Greensboro 
ews and Record 


GREENSBORO, NORTH CAROLINA 


Sales Management Figures Represented Nationally by Jann & Kelley, Inc. 
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A BALANCED NEWSPAPER IS A GREAT NEWSPAPER 


a A Ge ees 


well-balanced 


NEWS 
FEATURES 
INTERPRETATION 


make a most readable newspaper 


FEATURES 


INTERPRETATION | 


SELL THE NEWS READERS AND 
YOU SELL THE WHOLE BUFFALO 
MARKET OF OVER 1,400,000 PEOPLE 


BUFFALO EVENING NEWS 


EDWARD H. BUTLER KELLY-SMITH CO. 


Editor and Publisher National Representatives 


WESTERN NEW YORK’S GREAT NEWSPAPER 


Coming... 


Managers Who Direct and Develop 
Always Have Executive Manpower 


Fast-growing American Airlines, now our largest passenger carrier, 
has several sales managers in their 30's in charge of torritories 
billing $12 to $50 million in annual sales. One of them spells out 
his ideas on building men. 


In Sales Management May 1 
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proved to be a worth-while invest- 
ment for those companies that have 
made the effort, whether conducted 
by the field supervisor or by mail. 

It is interesting to note on the plus 
side of training that the Tupper 
Home Parties training program has 
been an important factor in its growth 
from zero to over $7 million in less 
than four years. The success of its 
6,000 dealers is assured through an 
initial sales program and continuous 
semi-monthly inspirational meetings. 
The entire company, from Mrs. 
Brownie Wise, general sales man- 
ager, through distributors, branch and 
unit managers, is aware of its re- 
sponsibility to develop salespeople. 
The story of a typical distributor, 
with 25 dealers in May, 1953, who 
built his organization to more than 
200 successful dealers in January, 
1954, proves that training pays off. 

Tupper Home Parties has a prod- 
uct demonstration movie which is 
shown to each new dealer. The tech- 
nique of holding, booking and cement- 
ing parties is also observed, in person, 
in the field. Each new saleswoman 
is required to observe three home par- 
ties put on by top-notch dealers be- 
fore she is ready to put one on her- 
self. She learns how to handle the 
product demonstration and the people 
in the group, to insure the $75 av- 
erage order. She learns how to book 
parties, to insure her future earnings. 
She learns how to confirm parties. 

Avon Products has also developed 
an effective film training program for 
all new representatives. With this 
film program every one of the more 
than 60,000 women appointed each 
year is assured sales training whether 
she comes to an Avon office or is 
trained in her own home. 


The Sales Kit 


The handicap of selling a full line 
is that the saleswoman cannot take 
samples of all her products with her 
door-to-door. Therefore, the key to 
selling is a sales kit, the keystone of 
which is the catalog. Fashion Frocks 
catalogs 150 or more dresses with 
swatch style cards. 

For Party Plan selling the kit is 
more elaborate and more costly. Tup- 
per distributors sell the kit for $75. 
It contains one of each of the com- 
pany’s products for use in the home 
demonstration. The End 
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Ideas Which Have Paid Off for Me 
On 100,000 Dealer Sales Calls 


Bill Dorr is one of those famed salesmen who survived and 
thrived in the gravel-scratching 20's and 30's. Now he 
is helping today's salesmen to get more out of their terri- 


tories and their selling time. Do you agree with his opinions? 


BY WILLIAM C. DORR 


W. C. Dorr Associates, Sales Consultants* 


Based on 30 years of boom and 
bust selling, training and organizing, 
my complaint is still the same as when 
I made my first contribution to SALES 
MANAGEMENT in 1936. It is: 

Management continues to concen- 
trate its training and supervision on 
only one third of the salesman’s job 
—the sales presentation. Too little 
emphasis is placed on the value of 
planned field operations. Almost no 
interest is aroused in the salesman 
about the importance of guiding his 
coverage with a simple sales control. 

As one who survived and thrived 
in those gravel-scratching eras of the 
20’s and 30’s I should like to outline 
some of the moves that kept our noses 
above water! 


1. We Planned Our Calls: 

The best in selling is only as good 
as the shoe leather that carries it to 
the prospect. 

Customers and _ prospects were 
graded as to purchasing power and 
sales potential. We made no distinc- 
tion between active, inactive and pros- 
pective buyers. All three were serv- 
iced alike. 

Top accounts were called on every 
trip, medium outlets skip-stop, ac- 
cording to last purchase. Small cus- 
tomers were contacted occasionally to 
spot the chap on the way up. Our 
territory was resolved into its major, 
secondary and minor markets accord- 
ing to the flux of buying power and 
the same method of cultivation was 
followed as on individual accounts. 

We worked out definite patterns 
of coverage that conserved selling 
time and excess auto mileage and were 
broken only for definite order dates. 
We never fell for ‘see me in a cuu- 
ple of weeks.” 


*Brooklyn, N.Y. 
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That’s how we were able to figure 
our quotas and make them too. 


2. We Had to Have a “Real” 
Opening: 

You couldn’t tell from our en- 
trance, our walk or our smile that we 
had not had a bite to eat that day. 
Some of us used to riffle back the 
empty pages of the order book to 
simulate the “you're next” impres- 
sion. 

We never went in “empty-handed” 
or looking for an order. Each time it 
was with a specific approach that we 
feit would open the combination of 
that particular prospect. 

Our opening had a new angle each 
trip or was keyed to a previous call 
that had left the door open. That’s 
how we got both attention and inter- 
est that we battled to crystallize into 
action with: 


3. The Sales Portfolio: 

It is the basic selling tool in all 
good salesmanship because: 

It sets up the presentation in an 
aura of sales, profits, turnover and 
customers—music to a hungry buyer’s 
ears. 

It soft-peddles stock and merchan- 
dise until that point in the sale where 
they simply become the means of 
reaching a definite end. 

It eliminates that difficult-to-han- 
dle “4 eye” [salesman and prospect 
looking at each other] selling, pro- 
viding a third and mutual element 
on which both buyer and salesman 
can focus their attention. 

It kept us on the beam in our 
presentation and insured both visual 
and audible avenues for our effort. 

It controls selling time, metering 
it out liberally to the worth-while 
prospect. We had a “10 minute—5 
No” plan that got us out of a time- 


consuming interview with a_ little 

C > orRT.%”9 
buyer, after five definite “No’s” to 
five futile tries for the order. 


4. The Advertising Program: 

We always carried a current issue 
of a publication carrying our ad, | 

We pointed out the number of 
magazines carrying our ads, sold at 
a nearby newsstand (we checked this 
beforehand), or in many cases right 
in the dealer’s own store. 

We emphasized /atent selling pow- 
er in ads published. And we proved 
our point by asking the buyer if he 
wasn’t always getting calls for mer- 
chandise displayed months ago in the 
window. 

Radio commercials were sold as 
that valuable word-of-mouth adver- 
tising from one man to another. Pro- 
grams were discussed to fix in the 
dealer’s mind a sure close to a con- 
sumer sale—‘It’s the one you hear 
on the air.”” What a job we could 
have done with television! 


5. Point-of-Purchase Displays and 
Fixtures: 

Romancing a 30-cent cardboard 
easel into a six-dozen assortment, we 
demonstrated their solo order-getting 
effectiveness as we: 

Fought for display position, talking 
quick profits, turnover, etc., when we 
were trying to oust a big-profit item, 
but a slow-moving one; or by deplor- 
ing the use of a valuable selling space 
to sell nickel and dime articles when, 
with a littlé salesmanship, the mer- 
chant could rack up more gross profit 
dollars from the same counter area. 

Gave eight specific reasons why a 
show case or floor stand would do a 
better job for the retailer. And we 
had paper patterns ready to show how 
much space each one took up. 

Got the dealer to decide which of 
several positions in the store he be- 
lieved would do the best job for him. 
We did not disagree too often for 
that was the green light to write the 
order. As for the assortment, “Better 
leave that to our judgment, Doc., we 
know pretty well what .. .” 

Pictured the windows as the deal- 
er’s salesmen. “Let’s give them some 
new semples and watch the shoppers 
stop, look and walk in with ‘May I 
see one of ...’” 

And _ back in 


our... 


support, we had 


Why Not 
Get It Off 


Your Mind? 


Tackling the problem of 
this year's business gift 
now will assure you a bet- 
ter selection—a more de- 


sirable, more popular gift. 


Let SALES MANAGEMENT 
help you. We offer, without 
cost, a consultation service 
that already has helped 
dozens of companies solve 
their 1954 business gift 


problems. 


Just tell us, please, number 
of names on your list. How 
much you want to pay per 
gift. What you used last 
year (with brand name). 
Whether you give for per- 


sonal, family or office use. 


Address: 


R. E. Smallwood 


Business Gift Buyers’ Wants Department 
SALES MANAGEMENT, 
386 Fourth Avenue, 
New York 16, N. Y. 


6. Sales Rebuttals: 

Sound comebacks and factual an- 
swers to buying resistance were and 
always will be more productive of 
interest and action than a slick sales 
presentation that buckles in the mid- 
dle at the first sign of trouble. The 
major twin order-killers were: 

Price objections met head on. We 
could dispose of the second rate line 
at a cheaper price without getting the 
buyer on its side and against us. We 
had techniques to handle the price 
chiselers which kept many accounts 
from falling into their clutches. 

That other tough roadblock — 
“Stocked” — that masked both real 
and brush-off objections. This was 
bypassed with about half a dozen 
moves that exposed the prospect who 
was using it to get rid of as many 
salesmen as possible. Yet, when we 
found an account choked with the 
high-price numbers, we re-sold the 
dealer on how to trade up the line. 
That opened the sale for the low-end 
units which were sold out and “some 
of these new ones that we are fea- 
turing” to sweeten up the stock. Dis- 
plays were placed right then or 
ordered from the plant. 

These and other comebacks like 
them strengthened our tries for the 


order. And when we hit a new snag, 
we figured out the answer and so 
added another selling tool to our sales 
portfolio. 


7. Personal Service: 

This often happened this way: 

We helped out on Saturdays be- 
hind selected retail counters and at 
Christmas time, after we had finished 
up for the year. We got our con- 
sumer reactions to the line first hand. 

We got salespeople to show our 
line first, by giving them short sales 
pointers. They too like to feel that 
they can make a sale and often favor 
a line whose salesman had the good 
sense to spend a little time on product 
education. We cheerfully handled de- 
fective merchandise returns — even 
when we were told that there was 
nothing for us. But we knew we were 
building personal acceptance for fu- 
ture calls. We went beyond what we 
offered our customers in the sale of 
our product. We were alert for dis- 
play ideas, special items that showed 
active movement over the counter, and 
other trade stimulants that we could 
pass on to an interested listener. Often 
that interest could be transferred to 
“O.K., check my stock, but don’t 
‘stick’ me.” The End 


TWO SPEAKERS 
TWO SOUND OUTLETS 


TV You See With Your Ears 


“Switch it on and the whole room plays,” says a show-stopping 
itinerant display which CBS-Columbia ‘as created to sell its “360” 
sound system. The display features a chassis in plastic housing with 
two speakers on the sides. Next door is a miniature room setting, 


made to scale by Pratt Institute, 


Wires painted with “Dayglow” 


emanate from the speakers of the tiny TV receiver: As lights dim 
the wires glow to point up display’s theme. 


SALES MANAGEMENT 


Self-Quiz for Men with '54 Doubts 


Should people buy now—or wait? Consumers are respond- 
ing to salesmen who have answers to eight basic questions. 


BY W. BRUCE WEALE 
Professor of Marketing 
The Florida State University* 


The battle of the bulge (produc- 
tion in excess of distribution) is be- 
ing fought with thousands of untried 
salesmen and sales executives. If we 
are to have continuing prosperity, 
these marketing people, and their 
seniors, must find answers to eight 
questions: 


1. The consumer has caught up 
with his pressing needs and can take 
his time in planning major purchases. 
He has entered, for the first time 
since 1939, a buyer’s market. He is 
as confused as you are. Should he 
buy now or wait? What inducement 
do you give him to answer that ques- 
tion? 


2. The consumer responds strongly 
to most forms of advertising today. 
As the number of consumer products 
increases, he welcomes (unconscious- 
ly) the aid of pre-selling from adver- 
tising which reduces his indecision 
and his ‘“considered-buying-time.” 
How do you score here? 


3. He looks more for product fea- 
tures that will solve his problems than 
for features that will distinguish your 
product from your competitor’s. Are 
your product differences evaluated in 
the consumer's or in the advertising 
copywriter's interest? 


4. Population growth indicates new 
markets developing in the younger 
and older age groups. Is your prod- 
uct subject to marketing difficulties 
or opportunities by virtue of these 
variations in the normal population 
curve? If so, what plans are bein 
made to capitalize on these chohauet 


5. The growth of suburbia and 
one-stop shopping centers ‘iis a pertin- 
ent factor in the channel of retailing 
that has many implications for both 
manufacturer and retailer in the com- 


*Tallahassee 
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ing year. What effect does this have 
upon your line of products? Is there 
any reason that your products cannot 
utilize this trend for greater distribu- 
tion? Have your plans covered these 
influences? 


6. The rapid growth of self-service 
in many lines of products places 
greater responsibility for good pack- 
aging and advertising on the manu- 
facturer. If your product had to stand 
alone without the help of salespeople, 
could it pass the test? How good a 
sales story does it tell by its design, 
color, package, label and display 
method ? 


7. Surveys of consumer buying 
units indicate that we have a large 
middle-income group with a high 
level of real income. This middle- 
income group increase, as well as the 
decrease in the number of lowest in- 
come units, affects quality problems 
of production as well as price lines. 
Are you operating on the old concept 
of relatively static income groups, or 
do you recognize the degree with 
which consumer levels have risen from 
one stratum to another? 


8. The public is gradually becom- 
ing better educated. About 40% of 
our adults have had a high school 
education as measured with 25% in 
.940 ; and the growing number of col- 
lege trained youth and veterans adds 
to this emerging intelligentsia. What 
effect will changes in tastes, customs 
and appeals have upon your product? 
Can you still sell the same product b 
means of the same appeals regard- 
less of the changed educational sta- 
tus of your consumer? 


When the company’s products are 
examined in the light of these trends 
and marketing adjustment is made to 
meet them, there should be less un- 
certainty regarding forecasted sales 
for 1954. The End 


FULL COLOR 
POSTCARDS 
for less than I¢ apiece! 


+ Made direct from your trans- 
parency, Crocker’s full four-color 
postcards with their exclusive Mirro- 
Krome finish are ideal for direct 
mail, dealer promotions and many 
other uses. Write today for free 
samples and price list. 


Department S-5 
H. S. CROCKER CO., INC. 


SAN BRUNO + CALIFORNIA 


Manufacturers’ 
Sales Representatives 


Hardware Appliances 
Industrial Supplies 


Representatives and Warehouses 


in Principal Southern Cities 
ESTABLISHED 1913 


t give us the copy—we'll 
Bagh, ‘io a visual presentation 
can do your selling job better. 
A COMPLETE SERVICE 
Sales Portfolios 
Sales Training Aid © Charts 
Graphs @ Annual reports 

NTATION DESIGNERS 
presen ST., NEW YORK 19 + PLAZA 7-076 


Choose, use 
DELANO 
PRINTS 


DELANO STUDIOS 
31 East 18th Avenue 
Denver 2, Colorado 


Send for folder, Q.P’s. On your letterhead please. 
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Reach every third home in the 
mighty “Motor Empire”’—the 
Detroit area market—twenty-five 
southeastern Michigan counties— 
1,420,000 households through its 
only metropolitan morning news- 
paper, The FRIENDLY, FASTER 
GROWING Detroit Free Press. 


The Detroit Free Press 


JOHN S. KNIGHT, Publisher 


EXECUTIVE SHIFTS 
IN THE SALES WORLD 


American Marketing Assn. . . . 
New president, 1954-55: Thomas 

G. MacGowan, manager marketing 

research department, Firestone Tire 


and Rubber Co. 


American Type Founders . . . 
DeWitt G. Manley to field sales 
manager; with ATF nine years. 


Bendix Aviation Corp. . . . 

Hodge C. Morgan to general sales 
manager, Television and Broadcast 
Receiver Division, from assistant gsm. 


Capital Airlines . . . 
O. E. Willmann to district sales 
manager in Washington. 


Chrysler Corp. .. . 
Earl Palmer to national sales pro- 
motion manager, Airtemp Division. 


Cormac Industries, Inc. . . . 
Martin Wortmann, Jr. to execu- 
tive v-p and board of directors. 


Dictaphone Corp. .. . 

Carol Lyttle to v-p in charge of 
sales; Charles B. Ashton to manager, 
NY district. 


Gray Manufacturing Co... . 

Dan H. Northup to director of 
advertising and, sales promotion ; pre- 
viously with Remington Rand. 


Gustin-Bacon Manufacturing Co.... 

G. P. Oldham to general sales 
manager from general marketing 
manager, Kaiser Aluminum and 


Chemical Corp. 


International Business Machines Corp. 

T. V. Learson, general sales man- 
ager, to director, electronic data 
processing machines . . . will co- 
ordinate engineering, manufacturing 
and sales. 


Jefferson Standard Broadcasting Co. 

From salesmen to sales managers: 
Virgil V. Evans, Jr.. WBT; Paul 
B. Marion, WBTV. 


Landers, Frary & Clark... . 

Three new v-p’s: Ralph R. Jugo 
for South American export business; 
Lee Moss for vacuum cleaner sales; 
Stanley G. Fisher for electric house- 
wares. 


Lincoln Electric Co. . . . 
Albert Patnik to newly-created po- 
sition of dealer sales manager. 
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National Assn. of Radio and 
Television Broadcasters . . . 

John H. Smith, Jr. to manager of 
public affairs. 


New York Mirror... 


Glenn Neville to editor. 


ORRadio Industries, Inc. . . . 
Nat Welch to v-p in charge of 


sales, from sales manager. 


Pacific Pumps, Inc... . 

Elmer J. Weis to executive v-p. 
With Pacific 30 years, most recently 
as v-p and director of sales. 


Penton Publishing Co... . 
Russell C. Jaenke to executive v-p; 
Frank O. Rice to v-p. 


Philco Corp. . 

Paul E. Bake to manager of dis- 
tribution; John S. Frietsch to adver- 
tising manager, radio division. 


Pyroil Co., Inc. . . 
Harold W. McCreight to v-p and 


sales manager. 


Rheingold Brewing Co. . . 

C. J. (Jim) Loomis to ude man- 
ager, i regional sales manager, 
Bohemian Distributing Co. 


S & W Moulding Co... . 
Hal Mirvis to general manager 
from sales manager. 


Sun Tube Corp. .. . 
William W. Pflug, gsm, to v-p in 
charge of sales. 


Union Asbestos & Rubber Co... . 
Edwin E. Hokin to president; 
Norman C. Naylor to chairman of 


the board. 


Victor Animatograph Corp. . . 
John F. Conlon to sales manager, 
Eastern division. 


Washington Post and 
Times-Herald . . . 


The Times-Herald to the Post and 
the following other changes: Donald 
M. Bernard to v-p and advertising 
director; Jack M. B. Sacks and W. 
Frank Gatewood to asst. advertising 
directors—the former in charge of 
nationai advertising, the latter of lo- 
cal; Raoul Blumberg to asst. gen- 
eral manager. 


Willys Motors, Inc. . . . 
William S. Pickett to manager, 
government sales. 
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Pulse* Shows 
whore fo put your. radio dollars 


Other | An 


Stations 


DAY TIME 


A. IS FIRST 


585 out of 700 Daytime Minutes 
All of the 300 Nightime Minutes 


From 7 A. M. to Midnight no station can 
challenge the dominance of WTAR with a 
powerful line-up of the full CBS schedule 
and established local personalities. Pulse 
proves this conclusively showing WTAR 
first in 82.1% of daytime minutes and 
100% at night. Profit. by these facts — 


choose only WTAR, for radio in Norfolk. 


% The Norfolk Pulse Survey, February, 1954. 
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Represented By Edward Petry & Co., Inc. 


“I Can Get It Wholesale” 


Discount houses and other less-than-list places are siphoning 
off $10 billion in consumer sales. Storekeepers are asking manu- 
facturers to stand up and be counted. Is your pricing sound? 


In SM’s April 1 issue, pages 42 
and 43, Eugene Whitmore reported 
on the ease with which even the con- 
sumers in small towns and cities can 
buy at well below list prices. For 
years it hasn’t been news that discount 
houses, club plans and wholesaler-to- 
consumer selling have plagued the 
“legitimate” merchants in big cities 
and some, but by no means all, of the 
makers of well-known branded items. 
Some manufacturers have argued, 
however, “This is only a problem in 
a few big cities. In the real heart of 
America people buy at list prices.” 
That isn’t true. It’s a national prob- 
lem. 

The National Retail Dry Goods 
Association puts the volume of this 
“illegitimate” trade at $10 billion a 
year—a figure equal to that of the 
7,000 department store and specialty 
chain members of the Association. 
The figure is twice the volume of all 
the drug stores of the nation. 

Here are comments from readers on 
the problem. Others appeared under 
“Letters” in SM for April 15; see 
also that department, 


ds starting on 
page 8, this issue. 


It's Up to the Manufacturer 
By William Burston 

Manager, Merchandise Division 
National Retail Dry Goods Ass'n. 


All legitimate retailers will be 
grateful for Sates MANAGEMENT’s 
report in the April 1 issue on “Our 
Tottering Retail List Prices” and for 
Mr. Salisbury’s forthright “7 Possible 
Answers” to the questions it raises. 

May I say on behalf of the 
NRDGA that we ask for no “pro- 
tection” against the bootlegger on the 
part of the manufacturer. Nor do we 
raise any question of moral or un- 
moral, ethical or unethical considera- 
tions in any discussion of this subject. 

We oppose bootleggers because they 
are parasites on the body economic. 

We suggest that manufacturers 
choose between the legitimate retailer 
and the bootlegger. 

We declare that the enlightened 
self-interest of the manufacturers, 
both for the short term and the long 
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term, will dictate their working with 
the legitimate retailer. 

And we say that this “working 
with the legitimate retailer’ means 
seeing to it that the manufacturer’s 
merchandise just does not fall into 
the hands of the bootlegger. 

This is not over-simplification. We 
declare categorically that if the manu- 
facturer really—but really, sincerely 
and in his own best interest—wishes 
to stamp out bootlegging, he can do 
so. It’s as simple as that, despite, I’m 
sorry to say, the obfuscations of cer- 
tain of them who really don’t will it. 


Can It Be Licked? 


That it can be done—is being done 
—is proved by the growing number 
of manufacturers. They are wiping 
out bootlegging by the simple expedi- 
ent of making up their minds to do so 
and then so organizing their distribu- 
tion as to succeed at it. This goes for 
both types of manufacturers—those 
who fair trade and those who do not. 

What the legitimate retailer add+ 
in value to the manufacturer’s prod- 
uct needs to be paid for. He risks 
capital in his investment in stock, in 
transportation, in rent, in display, in 
selling, and in the many services he 
provides. Also, the legitimate retailer 
adds the integrity of his name, his 
good will, his acceptance in the com- 
munity, to the name of the manufac- 
turer. 

The combination of both names 
sells the consumer. Yes, this is true 
even if sometimes the actual sales 
check is written not by the legitimate 
retailer but by the bootlegger. 

If the legitimate retailer didn’t ex- 
ist, the bootlegger wouldn’t exist. The 
bootlegger by-passes the legitimate 
retailer's just costs because he gets 
the legitimate retailer to bring in the 
item, display it, even sell to the cus- 
tomer and then the bootlegger, by 
offering price, makes the sale. In a 
word, the bootlegger cashes in on the 
values the legitimate retailer adds to 
merchandise. That’s why he’s a para- 
site. 

It is good that the legitimate re- 
tailer is now thoroughly aroused to 


the threat the bootlegger makes to his 
economic existence. He’s begun to 
think. He’s begun to act. 

The bootleg-abetting manufacturer 
never will own the so-called “last 
three feet”—the crucial point of con- 
tact between customer and retailer. 
The legitimate retailer owns that. 
He'll own it as long as he’s the type 
of retailer he is. 

It stands to reason—and now it’s 
the legitimate retailer who is showing 
enlightened self-interest — that he'll 
give those “last three feet’ to the 
manufacturers who take their stand, 
and who take their stand with him. 

So much for generality. Now to 
comment on a specific problem a num- 
ber of manufacturers have been. fac- 
ing — inventory. The retailer is fa- 
miliar with inventory problems. He 
faced them in 1920, again in 1930-31, 
and again in 1952. 

Did the retailer set up “shlag” 
stores around the corner from his 
competitors and get rid of his mer-’ 
chandise that way? Did he trans-ship 
to another city to plague a retailer 
there? The retailer took his mark- 
down and moved his merchandise 
through established channels: his own 
customers. 


A Manufacturer Problem 


The point is obvious then as it re- 
lates to the manufacturer. When one 
manufacturer recently wanted to 
move a really big quantity of TV 
sets he was shrewd enough to pick 
the department stores. One store in 
one day moved $250,000 worth. 

The legitimate retailer can move a 
helluva lot of merchandise if he’s 
given cooperation. That’s what I had 
in mind when I said earlier that 
there’s a growing number of manufac- 
turers who are recognizing that in 
their own best interest the legitimate 
retailer in the short and long term 
will do a better selling job for them 
than the bootlegger. 

Don’t let’s monkey with the mark- 
up. It’s small enough as it is. I said 
earlier that this bootleg problem is a 
manufacturer problem. It can’t be 
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Bring your products to your prospects.... 
WITH DRAMATIC IMPACT! 


with the first really perfected 3-D projector 


Compo Triad 
Stereo Projector 


For showing life-sized three dimension views of complete installations, heavy 
equipment or extensive lines at sales meetings, prospect's offices, conventions, 
training sessions...this new, truly practical stereo projector does a superb job! 
It shows three-dimension pictures in full color as big as life to one or one 
hundred people at the same time. No more need to take prospects out to the 
job or the factory. No more expensive transporting of heavy products from 

city to city. No more selling from flat photographs or small 


a ¥ 5 pictures. The Compco Triad Stereo Projector has been tested 
The Compco-Triad is as simple to operate as any erdinary and adopted by leading companies. Check into this—and see 


projector because it has all these exclusive features: how it fits into your selling plans. 


© Simplified “One Knob” Lens Control eTwo 500 W. Projection Lamps on TRIAD Le IV., COM PCO CORPORATION 


eliluminated “Preview Panel” Separate Switches 2253 W. St. Paul Ave., Chicago 47, ill. 


© Perfectly Matched Projection Lenses eHandsome carrying case available 

‘ : e@DUAL PURPOSE. INSTANTLY AVAIL- 
eConvenient Rear-Knob Focusing ABLE FOR USE IN SHOWING 
© Lightweight—only 19 pounds CONVENTIONAL 2 x 2 SLIDES 


TRIAD DIV., Compco Corporation 
2253 W. St. Paul Ave., Chicago 47, Ill. 


Without obligation send me prices and details on how the Compco-Triad 
Stereo Projector stimulates selling. 


Name 


For complete information on how you can stimulate your 
selling with the Compco-Triad Stereo Projector . . . Mail 
Coupon Today! 


Firm Name 


Address. 
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otherwise. Do an effective policing job 
of distributors and retailers and boot- 
legging is ended. Don’t, and you have 
what you have today: retailers up in 
arms at the threat to their economic 
existence, not giving up by any means, 
fighting back with all legal weapons, 
seeking out those lines on which they 
can wholeheartedly cooperate — and 
in that cooperation proving that when 
a manufacturer really wants to move 
his merchandise it’s the legitimate re- 
tailer every time who can do it. 


It's Up to the Retail Merchant 


By the Vice-President for Sales, a 
Midwest Appliance Manufacturer 


It seems to me that the problem of 
discount selling poses a much greater 
and much wider problem in terms of 
merchandising than that of price it- 
self. Everyone in the merchandising 
business today looks at discount 
houses as some “off-breed” of mer- 
chandising activity rather than one 
which may conceivably justify some 
real consideration as a_ long-term 
profitable business. 

Assuming for a moment that the 
type of merchant entering the dis- 
count business on the long-term basis 
is in every way as legitimate as the 
department store merchandising activ- 
ity, here is what we find: 

The discount house says in effect, 
“The combination of low rent—no 
charge account—no delivery—no re- 
tail advertising—and the wide variety 
of other things not offered by dis- 
count houses—saves me approximately 
25% of my net sales volume and 
therefore I shall follow a policy of 
offering this 25% to the consumer 
as a stimulant for buying from me.” 

On the other side of the street we 
have the large department store mar- 
ried to a completely opposite philos- 
ophy. It says in effect, “We believe 
that elaborate showrooms, charge ac- 
counts, delivery and pickup service 
(plus the other things that are offered 
by a retail store in terms of retail 
advertising, local prestige and so 
forth) can be maintained only if we 
get our full markup as presently 
allowed by established discount prac- 
tices of manufacturers, distributors 
and dealers.” 

If we look both issues squarely in 
the face, it seems to me that we have 
a very, very interesting comparison 
of two different. philosophies of -mer- 
chandising. One says that the cus- 
tomer is more interested in price than 
she is in the various services presently 
offered by department stores. It fol- 
lows the line of reasoning that has put 
super markets in business on national 
brand merchandise. It says in effect 
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that a customer is much more inter- 
ested in price than in the various 
services of a department store if she 
can be sure of the quality of the 
merchandise in the box. On the other 
hand, the department store maintains 
that all of the various services are 
things that consumers need, must 
have, and will be glad to pay for and 
that, long-term, the department store 
philosophy of charge accounts, deliv- 
eries and so forth will move more 
merchandise than the pick-up and 
low-price operation of the average 
discount house. 

The only honest-to-God protection 
the retailer has—and the best possible 
cure for the entire situation—is to 
boldly and aggressively sell the vari- 
ous services of his type operation in 
competition to the inconveniences and 
sometimes risky services offered by 
the average discount house. Instead, 
therefore, of running to the manufac- 
turers for protection against discount 
operations I believe the average de- 
partment store should start talking 
boldly about “we are not a discount 
house—and here’s why.” 

I believe it’s a predetermined fact 
that department stores will never be 
able to meet dollar for dollar the price 
competition of the discount houses 
that have always been existent. This 
being the case, I believe that the time 
is about ripe for two opposing phil- 
osophies of salesmanship to-get started 
to prove which one is the better sales- 
man. Let the discount house roll up 
its sleeves and ballyhoo price; let the 
department store roll up its sleeves 
and do a constructive and aggressive 
job of selling service. Then, long- 
term, let the consumer decide which 
type of person she wants to do busi- 
ness with. 


""Legitimate’ Retailers Made Us 
Turn to Discounters" 


By J. D. O'Brien 
Vice-President for Sales 
Jefferson Electric Co. 
Bellwood, Ill. 


Generally speaking, we found re- 
tailers uninterested in pushing a new 
item (our Golden Hour electric 
clock) just as were the wholesalers. 
In combination they sat back and 
waited for us to spend enough money 
on advertising and promotion to de- 
velop for them a suitable demand. 
Much of the consumer demand which 
we created was wasted by the indif- 
ference of these established channels 
of marketing. So gradually we turned 
to the larger industrial gift houses, 
certain types of premium organiza- 
tions, and finally to catalog houses 
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Best Markets Today 


Which markets have a City- 
National Index over 100 today? 
Do they rate special promotions 
to capitalize on buying power? 
Turn to page 86 of this issue for 
names of the “over 100" cities. 
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that are essentially discount opera- 
tions. Much of this could be justified 
by the fact that many of the so-called 
legitimate wholesalers whom we had 
first approached were much given to 
discount selling themselves. 

We found that many of these “off 
the track” channels of distribution 
were capable of placing sizeable ord- 
ers and of paying invoices promptly. 
They were in a position to increase 
sharply our volume on a stable basis 
and we found for companions most of 
the first line manufacturers. As a re- 
sult, we were soon straddling the 
fence along with everyone else. 

The situation is certainly not satis- 
factory and obviously it is filled with 
danger for many businesses. We have 
seriously thought of getting out of 
this profitable mess, but no one would 
notice us if we did, simply because 
our consumer product is of mighty 
small consequence in the vast elec- 
trical appliance market. If the big 
names can live with it, probably we 
can also. Any time the big names de- 
cide to stop this two-faced operation, 
a lot of us will be encouraged to do 
likewise. Right now it looks like 
quick death to try it by our lonesome. 


Discount Houses Are a Pain 
in the Axis 


By John M. Bickel 

Vice-Pres., Unitary Equipment Div. 
Carrier Corp. 

Syracuse, N. Y. 


Discount houses are a pain in the 
axis to any manufacturer trying to 
stay ethical. Actually, they bother us 
less in our business than they do in 
many others for a few obvious rea- 
sons: 

(a) Air conditioning is a relatively 
new merchandising business. 

(b) We are still in the consumer 
acceptance phase and only approach- 
ing the consumer demand area. 

(c) There is still an application 
problem involving a certain amount 
of engineering on any air conditioning 
unit that is properly sold—it’s not yet 
a simple deliver-and-plug-in unit like 
a household refrigerator. 

(d) Installation costs are high and 
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“Chivalry isn’t dead ...in Detroit!” 


They learn faster, remember longer 
with Sound Movies! \ 


om ae ee me oe om em i me me ee me 
Bell & Howell Co., Dept. E 


7190 McCormick Road 
Chicago 45, illinois 


Every one of the more than 500 Radio Cab 
drivers in Detroit goes to “school” before he 
ever takes a cab out for the first time. Sound 
movies play a big part in his schooling. 
Sound movies train him in courtesy to cus- 
tomers, courtesy to other drivers ... teach 
him how to care for his cab, and how to 
drive safely. Directors of the training pro- 
gram at Radio Cab attribute their outstand- 
ing safety record, and the growth of their 
business as well, to their extensive sound 
movie program. 

In business, industry, church and school, 
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more and more sound movies are solving 
heretofore difficult and costly problems. 


Bell & Howell offers a wide variety of the 
finest motion picture equipment to help you 
do the best job at lowest cost. 


Bell «Howell 


makers of the world’s finest 
motion picture equipment 


RADIO CAB COMPANY 


“Sound movies and Bell & 
Howell equipment make it 
easy to teach our cab drivers 
courtesy. No other training 
method is so fast and effec- 
tive.” 


CHILTON MULLIKIN 


Vice-president and General Manager 
Radio Cab Company, Detroit, Michigan 


New! Magnetic Filmosound 
202 16mm recording projector 
lets you add that professional 
touch to your movies easily, in- 
expensively. Add sound to old 
silent films, change sound to fit 
specific needs . . . shows any 
16mm movie. From $699. 


Filmosound 285 shows optical 
sound or silent films. Brilliant 
pictures, full, natural sound at 
all volume levels. From $449.95. 


Find Out Today How 
Bell & Howell Can Help You! 


Pleare send me, withcut cost or 
obligation, complete information 


on sound movie equipment 
for use in: [ Industry 


(J Home [{)Churech [] School 
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require some skill and know-how not 
found in the average discount house. 

(e) Service availability is of para- 
mount importance. 

Naturally we do not sell discount 
houses and would raise hell with any 
distributor who did, even to the point 
of canceling a franchise for repeated 
violations. Despite the precautions, 
however, our room units do, in rare 
instances, reach these people, and 
where serial numbers have not been 
obliterated we take appropriate action 
to try to prevent a repetition. 


Discount Houses Are a 
National Problem 

By the Vice-President for Sales, an 
Eastern Appliance Maker 


It is impossible to ignore the fact 
that the tremendous amount of adver- 


tising done by brand manufacturers. 


has changed to a considerable extent 
the purchasing habits of consumers. 
If they can purchase a brand item, 
the quality of which they are assured, 
at a lower price, they are going to 
do so and I am afraid that nothing 


LIKES PANCAKES 


IN A HURRY! 


Folks in St. Paul like flapjacks. But more and more 
housewives are spending less and less time preparing them. 
According to the 1954 St, Paul Consumer Analysis Survey, 
68.1% of the housewives in the St. Paul “half” of the Twin 
City market now buy pancake and waffle mixes. 

And if you think that’s surprising, just listen to this! 
Duncan Hines Buttermilk Pancake Mix has scored a 
meteoric rise in the St. Paul market .. . UP from a 2.9% 
consumer preference in 1953 to 22% in 1954! The rea- 
son? A good product and powerful, consistent, result- 
getting advertising in the St. Paul Dispatch-Pioneer Press. 
Here’s the Duncan Hines success story as it’s revealed in the 
1954 Consumer Analysis Survey. 


CUSTOMER BRAND PREFERENCE IN ST. PAUL 


1954 1953 1952 


Want to know how YOU stand in the big, bustling, 
booming St. Paul “half” of the Twin Cities market? Get 
your answer from the 1954 Consumer Analysis Survey. (All 
interviews in connection with this Consumer Analysis were 
conducted between Jan. 4, 1954, and Jan, 15, 1954). It is 
a comprehensive study revealing brand preferences and 
buying habits of the 404,000 people who make the Dispatch- 
Pioneer Press their buying guide. Contact your Ridder- 
Johns representative or write Consumer Analysis, Dept. D. 
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Representatives 
RIDDER-JOHNS, INC. 


St. Paul—Minneapolis 


New York—Chicago—Detroit 
Los Angeles—San Francisco 
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you or I or legislation can do is going 
to change this. 

Obviously we are concerned about 
this whole problem because appliances 
are our bread and butter and they 
are the leading items sold by discount 
houses. We do not have an answer 
to the problem at this time. Some 
competitive manufacturers in our 
field have spent tremendous amounts 
of money and have made some prog- 
ress in having their list prices main- 
tained. However, I do not believe that 
today it is any more difficult to buy 
these manufacturers’ products in a 
discount house any place in the 
United States than it was two years 
ago. As a matter of fact, there are 
more places where one can shop. The 
discount houses are a national prob- 
lem; your article points this out. 
Furthermore, there are very few re- 
tailers in these United States who 
under some provocation will not give 
a 5% or 10% discount from the list 
price. In my opinion this is a discount 
operation even though the degree may 
not be so great. The End 


Who's Selling 
For Your Industry? 


Sometimes basic industries assume that 
markets are renewed automatically, that 
customers “know all about" the product or 
service. Notable example of this fuzzy as- 
sumption: the lost generation of railroad 
passengers. 


Determined to help the industry recapture 
passengers, a major supplier to the rail 
industry, American Car and Foundry Co., 
New York City, is now distributing a 3l-page 
booklet, called “How to Travel by Train," to 
U. S. travel bureaus. Object: "To tell Ameri- 
can travelers how easy, convenient and 
pleasant it is to take the train. We're telling 
them in an easy, convenient and pleasant 


way. 


The booklet is dedicated “to those whose 
roaming has been done by private auto, 
and to those who have demanded the speed 
of air travel.” 


Most of us, the booklet points out, are 
fuzzy about our rights and privileges on a 
train. Did you know, for example, that many 
trains carry special attendants—such as 
barbers and stenographers, nurses and valets? 
Competitively speaking, you can't get your 
pants pressed 8,000 feet over Cleveland. 


How many industries are leaving it up to 
suppliers to tell the story? 
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You May Be 


One of SM’s “400” 


SALES MANAGEMENT has arranged with Readex Reader-Interest 
Reports to measure the readership of every item and advertisement in this 
issue—so that editors can give you more of what you like, so that adver- 


tisers may make their copy more helpful. 


The service started with the March 1 issue and will be continued 


through April, May, June and July. 


A cross-section of subscribers will be selected to receive duplicate copies 
of these issues—about 2% of the subscription list each time—and dupli- 
cate copies will be mailed them, together with marking crayon and busi- 


ness-reply return envelope. 


If you are in the 2% sample for any of these issues we hope you will 
cooperate—by looking at every item on every page, every picture, every 
article, every story, every advertisement—and that you will draw a line 
down the middle of every item you remember as having been of interest 
when you first went through the issue. (More detailed instructions are con- 
tained in the mailing kit. ) 


Perhaps you'd like to be sure you are included in one of these tests. If so 
just drop a line to Philip Salisbury, Editor, SALES MANAGEMENT, 
386 Fourth Avenue, New York 16, N. Y. 


We can offer this—and only this—as a reward for your cooperation: a 


magazine that contains even more of the things you like. 
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HIGH SPOT CITIES 


Where Should You Look for Signals 
Of Business Upturn in 283 Markets? 


Marketing people making effective use of the May 10 SALES MANAGEMENT and in each 


first of the month issue) , can spot 
Survey of Buying Power look to High Spot Cities, published trends and take marketing action 


° while there is still time to act. — 
on the first of each month in Sales Management for fore- Government data are not available 


° ° ° until after the fact. 
casts of the coming month's retail sales. Here is why. tape tetany ee 


Spot Cities? Answer: SM’s forecast 
of retail trade, in 1953, came within 


BY DR. J. M. GOULD © Research Director 0.7% of the actual monthly United 


. . States total retail sales reported by 
Sales Management's Survey of Buying Power the Department of Commerce six 


weeks after publication of SM’s esti- 
mates. (For a month-by-month com- 
High Spot Cities, SALES MANAGE- booms, started to climb over the 100 parison of SM’s 1953 forecasts with 
MENT’s exclusive analysis of retail mark in such cities as Paducah, Ky.., actual sales, and percent of error, 
sales trends in 283 cities, often mir- and Augusta, Ga., well in advance turn to page 110 of the April 1, 1953 
rors economic shifts well before they of any public announcement of the issue of SALES MANAGEMENT. ) 
receive any kind of publicity, eithe: construction of huge atomic energy It will be recalled that 1953 began 
locally or nationally. High Spor projects. with a retailing boom in which sales 
Cities will immediately reflect the What is the significance of this in the first quarter were up seven 
business upturn. kind of economic reporting to market- percent from the preceding year. 
For example: the High Spot Cities ing people? However, the final quarter of 1953 
City-National Index, which is an ex- Marketing people, by following closed with a one percent decline 
tremely sensitive indicator of regional High Spot Cities (published only in from the preceding year. We noted 
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RETAIL SALES TRENDS 
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Retail sales in May will total 14.1 billion dollars, reflecting a 4% The break between 1950 and 1951 reflects a change in the Depart- 
drop from the May 1953 level. This volume of sales, in terms of ment of Commerce definition of retail sales to include sales of 
1935-39 dollars, when adjusted as shown is 7.2 billion dollars. outlets going out of business during the coming year. 
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May Retail Sales: $14.1 Billion 


Retail sales in May will probably total $14.1 billion, 
representing a four percent drop from the May, 
1953, levels. Thus, the continuing downward drift 
in retailing will have been resumed after a relatively 
good showing in April, which for the first time since 
last November managed to register a slight per- 
centage gain over the sarne month of last year. 
However, the gain is wholly attributable to the April 
ist cut in excise taxes and the fact that this April 
had two additional pre-Easter shopping weeks. After 
allowance for these two non-recurring events, there 
is little in the general retailing picture to rejoice 
about. The only categories of retail sales that are 
still registering significant gains over last year are 
gasoline service stations and drug stores. 


Auto sales still continue at disappointing levels, 
falling 10% behind 1953 in March, as new car stocks 
as of April 1st reached the highest level since World 
War Il. Other hard goods outlets in the furniture 
and appliance group, as well as the lumber, building 
and hardware group also are showing substantial 
declines. 

While many businessmen and economists find evi- 
dences of leveling out in the national economic 
scene, a close study of the High Spot City listings 
shows that in many areas the recession has, at 
least in retailing, begun to make serious inroads. 
There are unfortunately all too many cities where 
retail sales totals are falling short of last year by 
over 10%. 


and commented on this shift to a 
buyer’s market during (and _ not 
after) it took place. 

Another important clue to the value 
of the High Spot Cities listings comes 
from the great emphasis the Adminis- 
tration has recently given to the clas- 
sification of the various areas of the 
nation with respect to labor supply. 

Four different groups are distin- 
guished by the Bureau of Employ- 
ment Security in this connection. 

Group I are areas of labor short- 
age which correspond with areas ex- 
periencing intense local booms. As of 
March 1954, there were no longer 
any areas so desigaated, although 
there had been five such areas in 
March of 1953. 

Next comes Group II, where labor 
supply and demand are in balance, 
and at present, these areas are in a 
relative sense enjoying the most fav- 
orable economic circumstances. 

The areas falling into Group II, 
as of March, 1954, are as follows: 

Hartford, Conn. 
New Britain, Conn. 
New Haven, Conn. 
Rochester, N.Y. 
Lancaster, Pa. 
Norfolk, Va. 
Portsmouth, Va. 
Richmond, Va. 
Jacksonville, Fla. 
Atlanta, Ga. 

Flint, Mich. 
Grand Rapids, Mich. 
Dayton, Ohio 
Hamilton-Middletown, Ohio 
Chicago, III. 
Madison, Wis. 
Cedar Rapids, lowa 
Wichita, Kans. 
Tulsa, Okla. 
Dallas, Texas 
Denver, Col. 
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It is interesting to note that of 
these 20 areas, all but four carry 
stars in our May listing, to indicate 
that they are preferred cities. 

Similarly, almost all of the 40-odd 
cities classified by the Bureau of Em- 
ployment Security into Group IV 
(cities having a substantial labor sur- 
plus) carry City-National Indexes in 
our listing that are well below 100. 
In fact any difference between the 
Bureau of Employment Security clas- 
sification and that of SALES Man- 
AGEMENT probably reflects the fact 
that the latter is somewhat more 
up-to-date. 

We say this without any false 
modesty; a quarter century of experi- 
ence with the Survey of Buying 
Power (1954 edition to be issued 
May 10) which is frequently con- 
sulted by Census officials desiring to 
keep posted on post-Census develop- 
ments, gives us the authority to com- 
mend the High Spot Cities estimates 
to those government economists who 
are endeavoring to trace the impact 
of economic change on the various 
markets of the nation. 


For the astute sales manager thesz 
estimates will continue to offer useful 
leads to sales opportunities based on 
up-to-the-minute economic factors. It 
is the very fact that there are, at all 
times, important differences among 
the various markets of the country 
that create these new sales oppor- 
tunities. 

Among those states reporting bet- 
ter-than-average performance for this 
May as opposed to last May, are: 

Connecticut 

Florida 


New Hampshire 
New Jersey 
Indiana New York 
Nebraska Ohio 


The leading cities, those with a 


City-National Index well above aver- 

age, are: 
Bellingham, Wash. 117.8 
Long Beach, Cal. 116.3 
Royal Oak-Ferndale, Mich. 112.3 
Hempstead Township, N.Y. 111.6 
Portsmouth, Ohio 111.6 
Riverside, Cal. 111.1 
Flint, Mich. rT. 
Lorain, Ohio 110.8 
Des Moines, Ia. 110.3 
Charleston, W. Va. 109.7 
Reading, Pa. 109.4 
Santa Barbara, Cal: 109.3 
Columbia, S.C. 109.3 
New London, Conn. 109.2 
Green Bay, Wis. 108.4 
Elmira, N.Y. 108.2 
Utica, N.Y. 108.0 


Sales Management's Research Depart- 
ment, with the aid of Market Statistics, 
Inc., maintains running charts on the 
business progress of more than 283 of 
the leading market centers of the country. 
Monthly data which are used in the 
measuring include bank debits, sales tax 
collections, Department of Commerce sur- 
veys of independent store sales, Federal 
Reserve Bank reports on department store 
sales. 

The retail sales estimates presented 
herewith cover the expected dollar figure 
for all retail activity as defined by the 
Bureau of the Census. The figures are 
directly comparable with similar annual 
estimates of retail sales as published in 
SM’s Survey of Buying Power. 


Three Index Figures Are Given 
the first being “City Index — 1954 vs. 
1939.” This figure ties back directly to the 
official 1939 Census and is valuable for 
gauging the long-term change in  mar- 
ket. It is expressed as a ratio. A figure of 
400.0, for example, means that total retail 
sales in the city for the month will show 
a gain of 300% over the same 1939 
month. In Canada the year of comparison 
is 1941, the most recent year of official 
sales Census results. 
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How Important Is 


NORWALK, Conn.? 


Norwalk is a big shopping center— 
listed by Sales Management as a 
metropolitan area — a market of 
92,000 population. 


54% above 
Norwalk’s sales are 27% 
Norwalk’s 
power quota is 35% above average. 
Norwalk’s 35% 


above average. 


Norwalk’s 


average. 


income is 


above average. buying 


quality index is 


THE NORWALK HOUR, with dominat- 
ing circulation in this high income area, 
is the surest way to get more sales for 
your advertising dollars. 15,252 daily cir- 
culation—91% coverage of the city zone 


homes, 55% of the entire trading area. 


The Norwalk Hour 


Norwalk, Conn. 
Represented by 


The Julius Mathews Special Agency, Inc. 


You Always Get More 
In Middletown 


Again in 1953 Middletown’s retail sales 
made another big gain—an all-time high 
—21% above thé national average. 


Again this reflects the drawing power of 
the Middletown merchants throughout 
the entire market (Middlesex County). 


Again this reflects the sales power of the 
Middletown Press. 


This highly responsive market can only 
be thoroughly sold through the Middle- 
town Press. 


No combination of incoming non-local 
papers can come anywhere near equaling 
the coverage of The Press. 


“You Always Get More 
In Middletown” 


4 
THE ‘MIDDLETOWN PRESS 


. MIDDLETOWN, 


The second figure, “City Index, 1954 
vs. 1953,” is similar to the first except 
that last year is the base year. For short- 
term studies it is more realistic than the 
first, and the two together give a well- 
rounded picture of how the city has 
grown since the last Census year and 
how business is today as compared with 
last year. 

The third figure, “City-National In- 
dex, 1954 vs. 1953” relates the city’s 
change to the total probable national 
change for the same period. A city may 
have this month a sizable gain over the 
same month last year, but the rate of 
gain may be less—or more than that of 
the nation. All figures in this column 
above 100 indicate cities where the change 
is more favorable than that for the U.S.A. 
The City-National Index is derived by 
dividing the index figure of the city by 
that of the nation. 


The Dollar Figure, “$ Millions,” gives 
the total amount of retail sales for the 
projected month. Like all estimates of 
what is likely to happen in the future, 
both the dollar figure and the resultant 
index figures can, at best, be only good 
approximations, since they are necessarily 
projections of existing trends. Allowance 
is made in the dollar estimates for the 
expected seasonal trend, and_ cyclical 
movement. 

The index and dollar figures, studied 
together will provide valuable informa- 
tion on both rate of growth and actual 
size of a city market. 

These exclusive estimates are fully pro- 
tected by copyright. They must not be 
reproduced in printed form, in whole or 
in part, without written permission from 
SALES MANAGEMENT, INC. 


Suggested Uses for This Data include 
(a) special advertising and promotion 
drive in spot cities, (b) a guide for your 
branch and district managers, (c) revis- 
ing sales quotas, (d) checking actual per- 
formances against potentials, (e) basis of 
letters for stimulating salesmen and fore- 
stalling their alibis, (f) determining 
where drives should be localized. 


A Pre-Release Service Is Available. 
SM will mail, 10 days in advance of pub- 
lication, a mimeographed list giving esti- 
mates of retail sales in dollar and- index 
form for the 200-odd cities. The price is 
$1.00 per year. 


%&Cities marked with a star are Pre- 
ferred-Cities-of-the-Month, with a level 
of sales compared with the same month 
in 1953 which equals or exceeds the na- 
tional change. 


RETAIL SALES FORECAST 
(S.M. Forecast for May, 1954) 
City 
Nat'l. 

Index $ 
1954 (Million) 
vs. May 
1953 1954 


City City 
Index Index 
1954 1954 
vs. vs. 
1939 1953 
UNITED STATES 
388.3 


Alabama 


Birmingham 


Montgomery 


RETAIL SALES FORECAST 
(S.M. Forecast for May, 1954) 


City City 
Index Index 
1954 1954 

vs. vs. 
1939 1953 


Arizona 


Arkansas 


Fort Smith 
Little Rock ... 


California 


Bakersfield 
Berkeley 


% Long Beach ... 

we Los Angeles ... 
Oakland 

%& Pasadena 

%& Riverside 

% Sacramento t 
San Bernardino. 470.6 

% San Diego .... 553.9 
San Francisco . 300.8 
San 438.8 

%& Santa Ana .... 545.6 

% Santa Barbara . 407.3 
Stockton 402.4 
Ventura ... . 454.6 


Colorado 
% Colorado Springs 378.4 


Pueblo 


Connecticut 


Bridgeport 
¥ Hartford 
* Meriden- 
Wallingford 
% Middletown 
we New Haven .... 
¥& New London ... 
¥%& Stamford 
Waterbury 


Delaware 


% Wilmington .... 379.2 100.4 


District of Columbia 
% Washington .... 344.4 102.5 


Florida 

%& Jacksonville 

* Miami 

% Orlando 

% Pensacola 

% St. Petersburg . 
%*%& Tampa 


518.6 
418.5 
418.1 
453.6 
367.1 
408.2 


Columbus 
Macon 
Savannah 


City 
Nat'l. 
Index 
1954 

vs. 
1953 


94.9 
92.9 


$ 
(Million) 
May 
1954 


4.46 
63.44 
9.24 
9.48 
8.15 
12.41 


SALES MANAGEMENT 


Better Than the Best 


Stamford is tops in family income 
among the three big markets in 
Fairfield County, Connecticut — 
rated as the nation’s best metro- 
politan area. 


Stamford’s family income is 
$8282 compared to Bridgeport’s 
$6572 and Norwalk’s $7658. 
Families buy more when they 
have more. 


When you are considering this 
area remember Stamford offers 
the best sales opportunity in Fair- 
field County. 


The Stamford Advocate is the pre- 
ferred way to reach this preferred 
market where top buying income 
means more sales — more profits. 


STAMFORD ADVOCATE 


Stamford, Conn. 


Represented by The Julius Mathews 
Special Agency, Inc. 


x PEORIA 


ae a* a) as a 
Metro. PEORIA ..........-- 265,000 
(28th in U.S. in 250,000 to 400,000 Group) 


PEORIArea.......+++++++++5590,000 


Metro. PEORIA ..........-.$1,854* 
(3rd in U.S. in 250,000 to 400,000 Group) 


PEORIArea.........-.+++++-+$1,638 
*26% Above National Average 


Daily Circulation Ratio-to-Homes 
in Metro. Peoria. . .98.7% 


PEORIA 
JOURNAL STAR 


—PREFERRED FOR TESTS— 
REPRESENTED BY 
WARD-GRIFFITH CO., INC. 


DAILY NET PAID EXCEEDS 100,000 
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RETAIL SALES FORECAST 
(S.M. Forecast for May, 1954) 


City 
Nat'l. 
Index Index 
1954 1954 
vs. vs. vs. 
1939 1953 1953 


City 
Index 
1954 


City 


Hawaii 
% Honolulu 


% Bloomington 
% Champaign- 
Urbana 
%* Chicago 
¥% Danville 
% Decatur 
East St. Louis.. 
Moline-Rock Island- 
E. Moline ... 
Peoria 
Rockford 
% Springfield .. 


+++ 396.0 


Indiana 


*& Evansville 

we Fort Wayne ... 

¥% Gary 

% Indianapolis ... 

¥& Lafayette 

we Muncie 

% South Bend ... 
Terre Haute .. 


lowa 


Cedar Rapids .. 

Davenport 
% Des Moines .... 
% Oubuque 

Sioux City .... 
* Waterloo 


Kansas 
Hutchinson .... 
% Kansas City ... 
Topeka 
Wichita 


Kentucky 


Lexington 
*& Louisville 
Paducah 


Louisiana 


% Baton Rouge 
Lake Charles 
Monroe- 

West Monroe. 454.8 

% New Orleans ... 421.0 

% Shreveport .... 430.4 


«+ 549.8 
++ 529.6 


$ 
(Million ) 
May 
1954 


LOUISVILLE BELONGS 
ON ANY 
SUPPLEMENT SCHEDULE 


DID YOU KNOW ? 


In 1952, more than a (00 This Week 
advertisers placed a total of 286,419 fines 
in the Louisville Courier-Journal Sunday 
Magazine. In the ten-year period from 
1942 to 1952, the Louisville Courier- 
Journal Sunday Magazine grew in adver- 
tising lineage from 350,000 lines annually 
to 1,500,000. 

Send for your free copy of a new factual 
study of newspaper supplements. Write 
te: Promotion Department, The Couriers 
Journal, Lovisville 2, Kentucky. 


* THE LOUISVILLE 


Conrier-Zournal 


SUNDAY MAGAZINE 
Sunday CouriemJournal Circulation 303,- 
238 « Member of The Locally-Edited 
Group « Represented Nationally by The 
Bronham Company. 


Better Living 
Households Have 


HIB 


* 


Highest Intent to Buy (10.7%) among readers of 
any food-store-distributed magazine. Compare 
latest Starch Report figures. Send for analysis. 


Better Living Magazine, 230 Park Ave., N. Y. 


MAINE'S 
BIGGEST MARKET 


7 Counties in our 
ABC Retail Trading Area 


Better than 


states total 


1/3 of the 
income and 
retail sales covered by one 


big medium— 


Bangor Baily News 


“Maine's Largest Daily Newspaper” 


67,071 Daily—71,619 Sat., Sun. 


Rep. by Small, Brewer & Kent, Inc. 


ADVERTISERS KNOW 


Advertisers in the Berkshire Eagle, 
Pittsfield, Mass. know about its great 
selling power. 


Here's how they expressed themselves in 
1953 compared to other markets, 


Newspoper 

The Berkshire Eagle 
Albany Times Union 10,305,381 
Boston Post 7,815,073 
Buffalo Courier Express 11,271,361 
Hartford Courant 9,429,215 
Poughkeepsie New York 9,446,748 
Providence Journal 8,046,118 
Schenectady Union Star 11,146,791 
Syracuse Post Standord 11,217,012 
Utica Observer-Dispatch 10,336,509 
Worcester Telegram 10,087,430 
N. Y. Herald Tribune 10,489,410 
Lowell Sun 7,388,289 
Lynn item 7,123,567 


Linage 
11,625,950 


Population 
53,500 
134,995 
801,444 
580,132 
177,397 
41,023 
248,674 
91,785 
220,583 
101,531 
203,486 
7,891,957 
97,249 
99,738 


The Berkshire Eagle with 100°, cov- 
erage of the city zone and 78°%,* of 
the entire county is the sure way to 
get results. 


THE BERKSHIRE 


EAGLE 


PITTSFIELD, MASS. 


Represented by 
The Julius Mathews Special Agency, Inc. 


* North Adams & Adams not included. 


HIGH 


SPOT 


CITIES 


RETAIL SALES FORECAST 


(S.M. Forecast for May, 1954) 


City 


City Nat'l. 


Index Index 
1954 1954 
vs. vs. 
1953 1953 


% Bangor 
Lewiston- 


% Portland 


Maryland 


% Baltimore 
Cumberland 
Hagerstown .... 


Massachusetts 


Boston 
Brockton 
Fall River 
% Holyoke 
Lawrence 


New Bedford .. 
Pittsfield 

*% Salem 
Springfield .... 
Worcester 


$ 
(Million) 
May 
1954 


1 


| 
| 
| 


| 


BIDDEFORD -SACO 


with 
$50,270,000 total income 
$32,200,000 retail sales 


is head and shoulders above the 
state average in just about every- 
thing. 


Family income averages $5,586 
compared to $4,625 for the state 
... family sales average $3,567 
compared to $3,424 for the state 
. . . food sales average $1,389 com- 
pared to $1,041 for the state and 
so it goes. 


The Biddeford Journal, read in 
95% of the homes, is your best 
introduction to a big sales pro- 
gram. It’s your best buy in Maine. 


THE BIDDEFORD 


JOURNAL 


BIDDEFORD, MAINE 


Represented by 
The Julius Mathews Special Agency, Inc. 


Taunton, Mass. 
A Great Sales Market 


Taunton's $5,020 family in- 
come —highest of Bristol 
County’s three largest markets 
—is based on a well balanced 
concentration of industries. An- 
nual industrial payroll exceeded 
$23,000,000. Family retail sales 
top the national average by 
$166—Food Sales by $239— 


Drug Sales by $36. 


The Gazette, reaching more than 
90% of all Taunton families, gives 
you that big sales lift . . . balances 
out other not-so-profitable markets. 
la Massachusetts, Taunton is a 
“must” if you really want to make 
your sales quota. 


Taunton Gazette 
Taunton, Massachusetts 
Established 1884 


Represented by The Julius Mathews 
Special Agency, Inc. 


SALES MANAGEMENT 


RETAIL SALES FORECAST 
(S.M. Forecast for May, 1954) 
City 
City City Nat'l. 
Index Index Index $ 
1954 1954 1954 (Million) 
vs. vs. vs. May 
1939 1953 1953 1954 


Michigan 
Battle Creek .. 

w& Bay City 

% Detroit 

%& Flint 

%& Grand Rapids .. 

%& Jackson 

% Kalamazoo 
Lansing 
Muskegon 

¥% Pontiac 
Port Huron ... 

we Royal Oak- 
Ferndale 

*%& Saginaw 


Minnesota 


¥% Duluth 
¥& Minneapolis 
St. Paul 


Mississippi 


dackson 


Missouri 


Joplin 
Kansas City ... 
St. Joseph . 

w St. Louis 
Springfield 


Montana 
%& Billings 


Great Falls .... 3 


Nebraska 


% Lincoln 


New Hampshire 


we Manchester .... 296.6 
Ww Nashua ....... 297.6 


New Jersey 


% Atlantic City .. 322.6 
¥*% Camden 
w Elizabeth 
% Jersey City- 
Hoboken .... 
tw Newark 
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The PORTLAND, MAINE Market 


is a Nine County Sales Area 


OF ALL THE 
GASOLINE SALES IN 
THE STATE OF MAINE 
ARE CONCENTRATED 


IN THESE NINE 
SOUTHERN 
COUNTIES 


$37,878,000 


1952 GASOLINE SALES 


* May 10, 1953 
Survey of Buying Power 


Sales Management's Test Market Survey, Nov. 1953 rates Portland as 
one of the best test markets in the country: 


Ist for all cities in Maine 

Ist in New England for cities in 75,000 to 150,000 population group 
3rd_ in New England for cities of all sizes 

6th in U.S. A. for cities in 75,000 to 150,000 population group 

18th in U. S. A. for cities of all sizes. It ranked 75th in 1950. 


The PORTLAND newspapers give you 94% coverage of the 
city and retail trade zone and 52% of the entire nine counties. 


78,164 circulation daily . . . 87,243 Sundays 


PORTLAND, MAINE 


PRESS HERALD EVENING EXPRESS 
SUNDAY TELEGRAM 


Represented by The Julius Mathews Special Agency, Inc. 


RETAIL SALES FORECAST 
(S.M. Forecast for May, 1954) 
City 


The Odds Are In city city Nat’. 


Index Index Index 


$ 
1954 1954 19) illion 
Your Favor HIGH . a 


. vs. 
1939 1953 1953 1954 


In Little Falls everything 
works as a team. Your prod- SPOT Mew Mexico 
uct—the best in the market. x Albuquerque .. 
Our newspaper—the best in 
the market. The best families 


in the market. C ITI ES 
Binghamton 


Result: More sales for you— de Batele 
more sales for us — happier Elmira 
P “tter satisfi . %& Hempstead 
and better satisfied customers ened 
for everybody. Jamestown 


Th. T; J <— =O Niagara Falls .. 
The Times, reaching 75% of atin: .. 
all homes in the area of RETAIL SALES FORECAST # Rochester 

(S.M. Forecast for May, 1954) %& Rome 

; . a City w Schenectady ... 
part of their daily lives as City City Nat'l. te Syracuse 

Index Index Index $ % Troy 

1954 1954 1954 (Million) % Utica 

vs. vs. vs. May 

1939 1953 1953 1954 


Little Falls Times New Jersey (continued) North Carolina 


Is, N. Y. Asheville 358.1 
oa at 364.1 97.6 101.7 Charlotte 467.1 


Represented by The Julius Mathews te Paterson ...... 349.7 101.6 105.8 394.1 
Special Agency, Inc. %& Trenton 354.0 99.6 103.7 sooo CUES 

417.4 

%& Salisbury 359.2 
% Wilmington .... 433.3 
Winston-Salem . 366.5 


30,000 people is as much a 


your product should be. 


North Dakota 
323.3 


RETAIL SALES 
TOTAL $14,930,000 


%& Cincinnati 
w& Cleveland 

% Columbus 
% Dayton 

% Hamilton 

Passaic-Clifton's retail sales volume in May will total % Lima 


$14,930,000, according to Sales Management fore- md 


casts ... ranking it a "preferred" city 1.7% Middletown .... 
higher than the national average increase. af ra 

. a coe 
You can effectively reach more than 60,000 families that Wee 
will spend this money in Passaic-Clifton through The te Zanesilte 
Herald-News . . . the North Jersey newspaper with the 


largest circulation in Bergen and Passaic Counties. Oklahoma 


Bartlesville .... 
Muskogee 
% Oklahoma City . 


THE HERALD-NEWS 


OF PASSAIC-CLIFTON, N. J. 
New York General Advertising Office—James J. Todd, Mgr. 


18 East 41st Street, New York 17—Murray Hill 5-0131 , a a ao 
97.0 101.0 7.84 


SALES MANAGEMENT 


THERE COMES 
A TIME... 


when every advertising dollar must 
strike with greater impact... 


when | 


every man and woman involved in | 


the spending of that dollar uses a 
little more care in buying space. 


Then's when wishful thinking gives 
way to sound appraisal of media. 


Then's when the myth of selling 


Salisbury-Rowan from the outside | 


fades away. 


Then's when space. buyers and | 


sales managers and _ hard-cheeked 
gentlemen who control the dollars 
demand the 


ONLY paper that | 


reaches, influences, sells the people | 


of Salisbury, in the County of Rowan, | 
| fe Reading 


in the state of North Carolina. 


THE Be uny POST 
F . 7. Nwawth.Ca a. 


WARD-GRIFFITH COMPANY 
Representatives 


Add the IMPACT 


caten't 


in ALTOONA 


Add reader-pulling color, matched 
to your exact specifications in the 
Altoona Mirror every day. 


Use the combination you want 


Black plus 1 COLOR 
Black nlus 7 COLORS 


Remember, color adds _ pulling 


power to your story, helping you 

sell ALL the over 33,000 daily cir- 

culation of the Mirror. 
ALTOONA, PA.'S ONLY 
EVENING NEWSPAPER 


RICHARD E. BEELER 
Advertising Manager 


Wltoona 
Mirror. 
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RETAIL SALES FORECAST 
(S.M. Forecast for May, 1954) 
City 

City City Nat'l. 

Index Index Index 

1954 1954 1954 

vs. vs. vs. 
1939 1953 1953 


Pennsylvania 
%* Allentown 


*% Bethichem .... 
* Chester 


Harrisburg .... 

Hazleton 

Johnstown .... 
we Lancaster ..... 3 

Norristown .... 
% Oil City 
%Philadelphia ... 

Pittsburgh ... 


Scranton 


| fe Wilkes-Barre ... 
%* Williamsport ... 


| Rhode Island 


Providence .... 249.3 88.7 92.4 
Woonsocket ... 273.1 89.8 93.5 


That was the total paid to 
Woonsocket industrial workers 
in 1953—a fat $653,087 in- 
crease over ‘52. The fact is, 
Woonsocket folks spent so 
much on retail goods that the 
per-family average exceeded 
the R.l. average by 26% in 
general merchandise alone 
(S.M. "53 Survey). Did you get 
your share? Sell this 100,000- 
plus market now through its 
one-and-only local daily, the— 


Representatives: Gilmen, Nicoll & Ruthmes SX 


Affiliated: WWON, WWON-FM 
COVERS RHODE ISLAND’S 
PLUS MARKET 


Globe-Times 
covers 
Bethlehem... 


.. key city of 
Pennsylvania's 
34 largest 

market! 


Rolland L. Adoms, President 
De Lisser, Inc., national representatives 


5 |99% 
Home Coverage! 


That's the striking record of the 
NORRISTOWN TIMES HERALD 

. the dynamic local newspaper 
that spurs action in this rich area 
with a topping-high index of sales 
per family! 


Montgomery County’s 
GREAT HOME NEWSPAPER 


Gimes {Herald 
NORRISTOWN Zz 


Represented Nationally by 
THE JULIUS MATHEWS SPECIAL AGENCY 


93 


LYNCHBURG | 


ROANOKE ——— 


a tri-city metropolitan market 


of 356.200 population 


DANVILLE 
BEST re 


SOLD 
BY WSLS-TV 


VIEWED MOST IN 
ROANOKE BY 96% * 
LYNCHBURG BY 86% 
DANVILLE BY 61% * 


* Source: American Research eke Inc. 


REPRESENTED NATIONALLY 
AVERY-KNODEL, INC. 


Newport, R. I. 


is more famous 
as a Sales center 


Here’s the reason why— 


Newport's family income of $6,341 
tops every city and county in the 
state . . . $1,070 higher than Rhode 
Island and $1,255 above the United 
States average. 

Sell this high-income market through 
Newport County's only daily. 


The Newport Daily News 


Represented by The Julius Mathews 
Special Ayency, Inc. 


SALES TRAINING FILMS WANTED 


Sales training films, new or 
used. Submit complete de- 


scription and best prices. Box 
3043. 
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RETAIL SALES FORECAST 
(S.M. Forecast for May, 1954) 
City 
City City Nat'l. 
Index Index Index $ 
1954 1954 1954 (Million) 
vs. vs. vs. May 
1939 1953 1953 1954 


South Careline 
Charleston 

% Columbia 
Greenville 
Spartanburg ... 4 


South Dakota 
Aberdeen 
Sioux Falls .... 326.1 


Tennessee 

% Chattanooga 

%& Knoxville 
Memphis 

% Nashville 


Texas 

® Abilene 
Amarillo 

% Austin 
Beaumont 
Corpus Christi . 


Fort Worth 
Galveston 
% Houston 


Port Arthur .... 
San Angelo ... 
San Antonio ... 
Texarkana 


Wichita Falls .. 


Utah 


Ogden 
Salt Lake City.. 


Vermont 
Burlington 
Rutland 


Virginia 
Danville 
Lynchburg 
Newport News .. 

% Norfolk 

% Portsmouth 
Richmond 
Roanoke 


Washington 
x Bellingham -.... 
w Everett 
*% Seattle 

Spokane 

Tacoma 
w% Yakima 


RETAIL SALES FORECAST 
(S.M. Forecast for May, 1954) 
City 

City City Nat'l. 
Index Index Index $ 
1953 1954 1954 (Million) 
vs. vs. vs. May 
1939 1953 1953 1954 


West Virginia 

%& Charleston .... 391.9 105.3 
Huntington ... 316.1 91.6 
Wheeling Swi S 


Wisconsin 
Appleton 
w%& Green Bay .... 


*% La Crosse 

% Madison 

%& Milwaukee 

%* Oshkosh 
Racine 

%& Sheboygan 
Superior 


Wyoming 
% Casper 
Cheyenne 


RETAIL SALES FORECAST 
(S.M. Forecast for May, 1954) 
City 
City City Nat'l. 
Index Index Index $ 
1954 1954 1954 (Million) 
vs. vs. vs. May 
1941 1953 1953 1954 


CANADA 


398.5 
% Edmonton .... 487.3 


British Columbia 
% Vancouver 97.2 
Victoria . 93.7 


Manitoba 


Winnipeg 


New Brunswick 
Saint John ... 235.4 


Nova Scotia | 


Halifax 


Ontario 
*% Hamilton .... . 97.5 101.6 
113.7 118.4 
91.2 95.0 
% Toronto 299.0 101.7 105.9 
Windsor $9.2 92.9 


Quebec 
*% Montreal 97.3 101.4 
Quebec 280.3 93.7 97.6 


Saskatchewen: 


% Regina 98.5 1026 ~, 12.34 


SALES MANAGEMENT 


ag my | Checking Bureau 
Agency: Harris & Bond, Inc. 


Aero Mayflower Transit Company 
Agency: Sidener & Van Riper, Inc. 


Air Express 
Agency: Robert W. Orr & Associates, Inc. 


Air Force Daily 
Agency: Clinton D. Carr & Company 


Air Force Times 
Agency: Clinton D. Carr & Company 


Akron Beacon Journal 
Agency: Phil Di Nuoscio Advertising 


Altoona Mirror 


American Broadcasting System ....... jae 
oe Batton, Barton, Durstine 
Osborn, Inc. 


American Machinist 
Agency: Klau-Van Pietersom- Dunlap 
Associates 


American Week'y 
Agency: Cecil . Presbrey, Inc. 


Re TRG. 6.0 0<.p00 bes 66dbe0se cesta os 
Agency: Clinton D. Carr & Company 


Aviation Age 
Agency: Hazard Advertising Company 


Bangor Daily News 
Batton, Barton, Durstine & Osborn, Inc. .. 


Bell & Howell 
Agency: McCann-Erickson, Inc. 


Bethlehem Globe Times 
Agency: Harvey B. Nelson Advertising 


Better Living Magazine . .46, 54, 58, 64, 74, 89 


Agency: Fred Gardner Company, Inc. 
Biddeford Journal 


Booth Michigan Newspape 
Agency: The Fred M. Randall Company 


Buffalo Evening News 
Agency: The Moss-Chase Company 


Qatee GIGS, a0 c0esée chs ticccsées wes 
Agency: Lewis Edwin Ryan 


Chicago Daily News 
Agency: Patton Hagerty & Sullivan, Inc. 


Chicago Tribune 
Agency: N. W. Ayer & Son, Inc. 


Cleveland Press ° 
Agency: Fuller & Smith & Ross Inc. 
Compco Corporation (Triad Div.) 
Agency: Irving J. Rosenbloom Advertising 
Agency 


H. S. Crocker Company 
Agency: Brisacher, Wheeler & Staff 


Delano Studios 


Detroit Free Press 
Agency: Livingstone Porter Hicks 


Detroit News 
Agency: W. B. Doner & Company 


Eiectrica! Dealer 
Agency: Meermans, Inc. 


John T. Everett & Company 


First 3 Markets Group, ° 
Agency: Anderson & Cairns, Inc. 


Fort Worth Star-Telegram 
Agency: Rowland Broiles Company 


Frankfort Distillers, Inc. (Four Roses) 
Agency: Young & Rubicam, Inc. 


Frawley Corporation (Papermate) ... 
Agency: Foote, Cone & Belding 
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3rd Cover 


4th Cover 


ADVERTISERS’ INDEX 


Gardner Displays 
Agency: W. Craig Chambers, Inc. 


James Gray, Inc. 
Agency: Hickey & Murphy, Inc. 


Glove Tailors of Antigo 
Agency: Shannon, Schilling & De Spirito 


Greensboro News & Record 
Agency: Henry J. Kaufman & Associates 


Hile-Damroth, Inc. 
Schuyler Hopper Company 


Industrial Equipment News 
Agency: Tracy, Kent & Co., Inc. 


International Business Machines .... 
Agency: Cecil & Presbrey, Inc. 


Journal of Accountancy 


Life Magazine 
Agency: Young & Rubicam, Inc. 


Little Falls Times 


Louisville Courier Journal & Times 
Agency: Zimmer McClaskey, Advertising 


Mayfair & Lennox Hotels 
Agency: H. George Bloch Advertising 
Company 


McCall's Magazine 
Agency: Cunningham & Walsh, Inc. 


McGraw-Hill Publishing Company 
Agency: Fuller & Smith & Ross Inc. 


Middietown Press ..... seeteanteooeesnes 


Military Market 
Agency: Clinton D. Carr & Company 
Minneapolis Star & Tribune 


Agency: Batten, Barton, Durstine 
& Osborn, !nc. 


Moline Dispatch-Rock Island Argus 
Agency: Clement T. Hanson Advertising 


Nascon raieate 
Agency: H. B. Humphrey, Alley & 
ichards, Inc. 


National Business Publications, Inc. 
Agency: G. M. Basford Company 


Navy Times 
Agency: Clinton D. Carr & Company 


Newark News 
Newport News 


New York News 
Agency: L. E. McGivena & Company Inc. 


New York Times 
Agency: Franklin Spier, Inc. 


Norristown Times Herald 
Agency: The Wm. H. H. Neville Company 


Norwalk Hour 


Omaha World Herald 
Agency: Bozell & Jacobs, Inc. 


Orchids of Hawaii 
Agency: The Shaller-Rubin Company, Inc. 


Passaic Herald News 


Peoria Newspapers | 
Agency: Arbingast, Becht & Associates, Inc. 


Pittsfield Berkshire Evening Eagle 


Portiand Oregonian ....... 
Agency: Cole & Weber 


Portland Press Herald Express 


Practical Builder 
Agency: Hal Stebbins, Inc. 


Presentation Designers 
Agency: David Singer, Advertising 


Purchasing 
Agency: wy PE Advertising Company 


Research Institute of America . 
Agency: The Schuyler Hopper Company 


Reynolds Metals Company .. 
Agency: Buchanan & Company, Inc. 


St. Paul Dispatch-Pioneer Press ; 
Agency: Ephraim Holmgren Advertising 


Sales Management ..... veume cae 44, 76, 85 


Sales Tools .. 
Agency: George F. Koehnke, Inc. 


Salisbury Post 
The Southam Company Ltd. 
Stamford Advocate 


Successful Farmi 
Agency: L. E. McGivena & Company Inc. 


Sweet's Cata Service 
Agency: The Schuyler Hopper Company 


Taunton Gazette 


United Air Lines eee 
Agency: N. W. Ayer & Son Inc. 


WHO (Des Moines) 
Agency: Doe-Anderson Advertising Agency 


WKY-TV (Oklahoma City rr 
Agency: Lowe Runkle Company Advertising 


WSLS-TV (Roanoke) 


WTAR (Norfolk) 
Agency: Laura Lambe Advertising 


Wall Street Journal ...... 
Agency: Bozell & Jacobs, Inc. 


Woonsocket Call 


Agency: Gordon Schonfarber & 
Associates, Inc. 


Zippo Manufacturing Company 
Agency: N. W. Ayer & Son, Inc. 


om ORCHID PROMOTIONS 
ARE 


INCREASE TRAFFIC, SALES, PROFITS 
FOR PENNIES 


YOUR DIRECT 
SOURCE 


@ ORCHIDS OF HAWAII, INC. 
— 


Nat‘! Sales Office: 54 West 56th St. 
New York 19 * Tel.: JUdson 6-8950 
Growing Fields & Packing Plant: Hilo, Hawaii 


| .. 
THE SCRATCH PAD 10-9 


ee to 


I don’t think Percy Whiting be- 
lieves we are in a real recession, any 
more than our editors or I do; but 
he says a sales manager wrote him 
recently: “Our salesmen have only 
one weakness: They are not selling.” 


e 
The mail also turns up a note from 
Herb Dickson, saying: “Vaya Con 


Dios sold over two million records. 
Students of Spanish understand why.” 


o 
Give some people an inch and they 
want to become a ruler, it says here. 
a 
“Comedian Jack Carter says the 
reason women drivers get fewer 
tickets for speeding than male drivers 
is because a woman will do anything 


to stay under thirty.” — Quoted in 
Parade. 


I. Knead runs a bakery in a suburb 
of ‘Tacoma, Wash. 
s 

Sign in a delicatessen: “Try our 


mischievous herrings. They came in 
pickled last night.”’ 


Ecorists: People who see I to I. 
* 
Orville Reed says she was only a 


plumber’s daughter, but she had good 
connections. 


wo 
Marshall Pickett says the trouble 
with Socialism is that you run out of 


rich people so fast that there’s no one 
left to soak but you and me. 


Horace Greeley insisted the word 
“news” was plural, according to John 
McLatchy, Time’s advertising di- 
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rector. He once telegraphed a re- 
porter: “Are there any news?” The 
return wire was just as direct: “Not 
a new.” 


Panama City Chamber of Commerce 
Panama City, Fla. 
Dear Harry: 

I have noted with interest your 
little item on the icicle and the clock 
in Panama City. 

To answer your question, “What's 
an icicle doing in Panama City?” 
we can only say that even an icicle, 
like a tourist, has to go somewhere 
to thaw out, and this particular icicle 
was right on the ball. 

Sincerely, 
Tom Moore 
Manager 


Speaking of Florida, the better 
motels now have metered television 
in the rooms. Motelevision ? 


Herb Rinn asks why someone in 
the automotive field doesn’t refer to 
it as engineuity. 


The Watch on the Rise: Purchas- 
ing of fine watches in this country 
is likely to go up 15 to 20% this year, 
according to a forecast by Waltham 
Watch, quoted by Curtis Research. 


Raymond Corporation’s Bill Peck 
wrote me on Washington’s Birthday 
that little George sure put “herries 
on the map, judging by the restaurant 
menus Bill saw that day. 


John Hickman, ad manager of 
Oakland’s Kaiser Gypsum, sends me 
a reprint of an ad his firm ran in 
February of 1951 and a tear-page of 
an ad run by The Standard Group 
of Outdoor Advertising Companies 
three years later. Both ads have col- 
ored pictures of zebras and the iden- 


tical headline: “Instant recognition.” 


They say great minds run in the same 
direction, John. 


“T talked back to my boss and got 
$1,500.”—Headline. Severance-pay? 


Point-of-Purchase Dep’t: ‘Most 
grocery-stores are so full of signs that 
their owners haven’t got room for 
their goods.” —Orlando Sentinel. The 
same paper has a staffer named “‘Sid- 
ney Porter” . . . not to be confused 


with O. Henry. 


Parody by the carrot-fresh Bugs 
Bunny: “Be it ever so crumbled, 
there’s no place like Rome.” 


Duncan Hines could also write a 
sequel: “Misadventures in Eating.” 
I'd be glad to collaborate. 


A deep bow to L. J. McDonald, of 
Rochester’s Kee Lox, and to Paul 
Speck, of Pittsburgh’s Codo, for the 
fine typewriter-ribbons they sent me, 
after reading a squawk here on the 
anemic type I had found on the mar- 
ket which makes editors reach for 
their bifocals. 


Writes Henry Obermeyer: “Dear 
Harry: Your problem with ‘ravel ... 
or unravel’ reminds us again that ‘the 
English, she is so very funny.’ Would 
you rather have your matches flam- 
mable or inflammable? Would you 


rather have your house burn up or 
down?” Oh, Henry! 


One of the biggest mistakes in sell- 
ing, says Olmsted & Foley, is to 
assume that a sale makes a customer. 


No author, wrote Heine, is a man 
of genius to his publisher. Smile when 
you say that, Bud. 


The annual reports of 138 com- 
panies were reprinted in booklet form 
by The New York Times under the 
title: “Who’s listening in on your 
party-line?” 


A placard read: “Canada Dry 
Ginger Ale, now only 2 for 39c.” 
What was it before—3? asks Jack 
Lutz. 


SALES MANAGEMENT 


Arthur R. Wiley, National Warehouse Manager of A. G. Spalding & Bros., Inc., tells why: 


He’s famous for his fast delivery! 


“Imagine the stands filled,” says Spalding’s Arthur Wiley, 
“the major league teams in their dug-outs, the mounting ex 
pectation — and no baseballs! 

“It sounded like an ‘emergency.’ The balls used in all 
major league games are specially tested for perfection. The 
club was half-way across the country from our Chicopee, 
Mass. plant and a double-header scheduled. 

“But we're used to delivering fast. We solve situations like 
this week-in and week-out by relying on Air Express. 


“So, we just called Air Express on this job. The balls were 
flown west, were delivered and actually in play on the field 
a few hours later. 

“We use Air Express throughout the year ¢o ship all kinds 
of sports equipment throughout the country. 

“Practically all these shipments cost less with Air Express 
than with any other air service.” 

It pays to express yourself clearly. Say Air Express! 


Division of Railway Express Agency. 


—_— & Air Express —__—— 


CALL AIR EXPRESS ... 


GEeTs THERE FIRST via US. Scheduled Airlines 


division of RAILWAY EXPRESS AGENCY 


FIFTH ANNUAL 


CHICAGO TRIBUNE FORUM 
ON DISTRIBUTION AND ADVERTISING 


Area I 


MONDAY, MAY 17, 1954—2:00 P. M. 
Marketing to raise the standard of living 


Area II 


TUESDAY, MAY 18, 1954—9:30 A. M. 
Management looks at distribution and advertising 


Area Ill 


TUESDAY, MAY 18, 1954—2:00 P. M. 
Advertising to raise the standard of living 


W-G-N AUDIENCE STUDIO 
445 N. Michigan Ave., Chicago 


WHAT new advances in marketing can help 
bring about those increases in the standard of 
living which are needed to assure a continued 
strong economy? What changes are needed in 
the organizational setups of the selling and ad- 
vertising departments? As the expanding econ- 
omy changes the complexion of the mass mar- 
ket, how can business improve its communica- 
tions with this market? 

These will be among the questions to be dis- 
cussed at the fifth annual Chicago Tribune 
Forum on Distribution and Advertising, May 
17 and 18 in Chicago. On these dates this news- 
paper for the fifth year will te host to leaders 
in business and industry gathered for the pur- 


pose of exchanging ideas and develorying better 
ways to distribute, advertise and sell mer- 
chandise. 

Each of three panel discussion sessions will 
be concerned with an area of special interest to 
those responsible for planning, preparing and 
placing advertising. Panel members are leading 
executives in the spheres of manufacturing, re- 
tailing, finance and advertising. Panel moder- 
ators are men of authoritative positions in their 
areas of discussion. 

Because of the limited seating capacity, ad- 
mission will be by tickets which may be ob- 
tained by addressing the Chicago Tribune, 
Room 1333, Tribune Square, Chicago 11, IIl. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


